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M WASHERS IRONERS 


HUENEFELD HAS EM 1/07! 
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THE HUENEFELD COMPANY : Cincinnati, Ohio 
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A SMASHING SUCCESS 
BECAUSE THEY SHOW AND Cy a 














CABINET & TRUNK LOCK MERCHANDISER 
No, F-41—22"'x 11" 
12 locks, suggested retail prices 15¢ to $1.25 














PADLOCK MERCHANDISER 
No. H-401—22"’x 11” 
12 padlocks, suggested retail prices 10c to $1.50 


AUXILIARY LOCK MERCHANDISER 


need wet rensicoaoo THE NEW “WAL E-~ MERCHANDISERS 


Mounted on removable blocks, brackets 
permit board to revolve 


he beautiful new 
displey boards are 


FREE! 


he 
y buy only t 
oat and sell them 


at a profit. 
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39th 8t., 44 York, 


Dealers enthusiastically ordered these color- 
ful new lock “salesmen” on sight. Now they 
are on the job in hardware stores throughout 
the country, speeding up sales and profits. 

Their brilliant crimson lacquer finish 
catches the eye at once. They simplify lock 


selling by making it, easier for your cus- 
tomers to see and buy. 

Call your jobber quickly if you haven't 
already ordered. Concentrate your lock 
business under one world-renowned trade 
mark. “The name YALE helps make the sale.” 


THE YALE & TOWNE MFG. CO. 


STAMFORD, CONN. 


U.S. A. 
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Republic Upson Quality bolts, 





nuts, rivets, and other headed 
and threaded products on your 
shelves or in your bins can help to 
“make” you. They offer the very thing 
that customers demand — top-notch 
quality at a reasonable price. And be- 
cause of this, they do not linger in 
stock. They sell — stay sold — and 
help you to sell other hardware items 
by proving to your customers that 
you stock quality merchandise. 


Look over your bolt stock. Know- 





REG. U.S. PAT. OFF. 


UNION DRAWN STEEL DIVISION + TRUSCON STEEL COMPANY 
BERGER MANUFACTURING DIVISION » STEEL AND TUBES, INC. 


NILES STEEL PRODUCTS DIVISION 
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stock- AND SELL... 


THAT MAKES OR BREAKS YOU! 


ing what you do about bolts, would 
you, if you were a customer, be fully 
satisfied with the items you offer for 
sale? If there is the slightest doubt in 
your mind, let us suggest that you in- 
vestigate the Republic Upson Quality 
line. It’s the same line used by the auto- 
mobile, railroad, building, manufac- 
turing and other exacting industries. 

If your jobber cannot supply you, 
write Republic Steel Corporation, 
Bolt and Nut Division, Cleveland, 
Ohio, or Gadsden, Ala. 
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— 
DOES EVERYTHING 
BUT TAKE THE 









MONEY! 











TO GET THE 
DISPLAY UNIT 
SUITED TO 
YOUR NEEDS 
AND BUDGET 





r) a 
' WHERE?’ customers’ eyes are 


quickly attracted to this colorful dis- 
play on your counter... 





“WHAT KIND 2?” Each kind and 


size of file has a place of its own, 
clearly marked for easy selection . . 


“LET ME SEE v1’ Cellophane 


wrapping on each file preserves its 
factory-new keenness, permits close 
examination by the customer... 


No more searching through boxes! No more unwrap- DID YOU GET YOUR 
ping and rewrapping! No more waiting while the cus- NEW 
tomer makes up his mind! The No. 66, 56, or 46 : 

Black Diamond File Display Unit does the whole selling BLACK DIAMOND 
job—on the high quality Black Diamond Files that pay DISPLAY? 
you a worthwhile profit margin! 

These three units contain 66, 56, or 46 of the kind of New “4-Star” Display can be 
keen new files that sell—right now—for summer saw used with a Unit or by itself 
oa ~ filing and tool sharpening work. Put one in your want as a general display for files. 

HOW MUCH?’ The price of each book today! Nicholson File Co., Providence, R.I., U.S. A. It’s free. Ask your jobber. 
file is plainly marked. You need only 
complete the selling job. 
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How does your 


Garden 


(hose business) 


Grow? 


ERE’S not much chance to make 

| your garden hose sales grow by 
selling more hose to some customers 
— but there’s a real chance to doit by 
selling some hose to more customers. 


And the way to do that is to have the 
right hose for each type of customer, 
at the price he wants to pay. 


You won't lose any sales if you stock 
all six lines of Goodyear Hose. You'll 
have a complete range to satisfy all 
your customers— from those who 
want the best at any price to those 
who want the best at their price. 


Every Goodyear garden hose is 
armored with a heavy cover of long- 
wearing, specially compounded 
rubber. Each is reenforced with a 
stout carcass of strong cotton-cords. 
Each offers the most sales opportu- 
nities—and the best value—in its 
price class. 


Why not get full details of Goodyear’s 


money-making hose proposition? 





EMERALD CORD* HOSE — The finest lawn 
hose made. Green cover, double braided, 
high quality cotton-cord reenforcement. 


2 WINGFOOT* SUPERTWIST CORD HOSE 

— Although less in cost, this hose closely 
approaches the high quality of Emerald Cord 
Hose. Brown cover; two braids of Supertwist 
cord, Light and easy to handle. 


3 SUPERTWIST* CORD HOSE — A light- 

weight yet extremely durable hose that 
even women and children can handle easily. 
Brown cover. Made with a reenforcement of the 
famous Supertwist cord. 





4 GLIDE* LAWN HOSE—A good hose at a 

moderate price. Ribbed red cover. Molded 
hose, reenforced with heavy double braided 
cotton-cords, Also available with black cover. 


5 PATHFINDER* LAWN HOSE—High quality 

at low price. Green cover. Heavy, single- 
braid, cotton-cord reenforcement. Also fur- 
nished with black cover. 


bh OAK* LAWN HOSE — Designed expressly 

for the low-price market. Single-braid cot- 
ton-cord reenforcement, corrugated dark brown 
cover. 


*Trade-marks of The Goodyear Tire & Rubber Company 


THE GREATEST NAME pal . IN 
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“Take a mechanic's word, Son... 
Cheese whe good: bles” 


| counts. That’s the prime reason why the quality of Bethlehem bolts 
is remembered. Almost as important is the bright red-and-white Bethlehem label. 
It’s got plenty of recognition value. Customers pick out Bethlehem bolts on the 
shelves. And they remember the clean, accurate threads, the snug fit of wrenches 
on heads and nuts. All that means repeat orders, the soundest reason why the 
Bethlehem line of bolts and nuts is a real business-builder. Ask your distributor 
about this attractively packaged line of good bolts. 


Machine 


Bethlehem bolts are packed in paper cartons in these sizes: , 
and Carriage 





Y,"' bolts up to 5" long 
7s'' and Li, bolts up to. . = 5!/." long 
ie", 2" and fn bolts up to. . 317." long 


Some longer bolts are packaged in paper with the same attractive label. 


JUNE 1, 1939 





These Zp Brands 


WILL GIVE YOU moRE 
SHAHRXSN HOSE 


Ly 


Stock these four brands of nationally-known garden 
hose. Each brand gives you the supreme value in its 
price class. B.W.H. hose is competitive in price. You 
All B.W.H. garden hose is pay no premium for the extra measure of quality and 
sales stimulation which these brands afford. 






equipped with heavy cast brass 
couplings made in our own plant. 


BULL DOG The leading brand of high 

quality garden hose on t 
market. Attractive wide corrugations and dis- 
tinctive rich brown color. 


VIGILANT Our largest selling brand of 

2-braid garden hose. High 
enough in quality to be considered a strictly 
first grade hose, yet low enough in price to com- 


mand a large volume sale and a heavy repeat 
business. 


UIXEN Here is a low priced hose of real 

value. Built to supply the demand 
for a popular priced hose of good quality that 
will give satisfactory service. 


TIGER Here is a special value designed for 

the consumer who prefers to make 
a small initial investment but desires a higher 
grade hose than “All-Rubber” or garden hose 
sold on price basis only. Chocolate color. 





“* BOSTON WOVEN HOSE 


“i. 
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IN NEW PACKAGES WITH — 
Eitive, CONSUMER APPEAL 


i oom % Li VIGILANT - 2-braid 


Vigilant hose also comes in two 
styles of packaging — 25- or 50- 
ft. lengths either paper-wrapped 
















rden or cartoned. The cartons are 
1 its shipped in cases containing five 
You 50- or ten 25-ft. lengths. 
and L 4 
i ad Pe Woy . 
BULL DOG - 2-braid 
Bull Dog Cord hose is packed two 
ways — in the new, smart car- 
igh tons and shipping containers or 
t in the standard package with 
dis- each 25- or 50-ft. length paper- t 
wrapped in bales containing five ys? 
25- or five 50-ft. lengths. yeh 
of 
igh 
tly 
m- VIXEN - t-braid 
ect The paper-wrapped lengths of 
25- or 50-ft. are shipped in bales 
holding five of either length. The 
hose in cartons comes in shipping 
cases containing five 50-ft. 
eal lengths or ten 25-ft. lengths. 
ind 
iat 
for 
ke 
er 
ee TIGER - 1-braid 


Shipped in paper-wrapped 
bales containing five 25- 
ft. lengths or five 50-ft. 
lengths. 





& RUBBER COMPANY ass 
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MR. & MRS. AMERICA TODAY \P> SAL 


WHEN THEY SAY CRACK FILLER 


THE REASON? NATIONALLY ADVERTISED! 


Names make news! Schalk is making 
Crack Filler national news by telling 
Mr. and Mrs. Public what to ask for; 
how to use it; how it fills the bill and 
saves the bills in every home. 


No other Crack Filler has ever had 
such a “happy triangle”: a great 
product, a great package, a great 
advertising campaign to put it across! 
That’s why more and more thrift- 


12 


minded Americans now say Schalk’s 
when they say Crack Filler. And you 
know it is only good business to give 
people what they ask for. 


Check with your jobber about the 10¢ 
self-seller; the pound can at 25¢ and 
the five-pounder at $1. Then ask us 
for display helps [like the above] 
that stick out, sing out and sell! Schalk 
Chemical Co., Los Angeles, Chicago. 
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TO HARDWARE DEALER 8S: 


Coleman's LITTLE GIANT 


OIL HEATER 
Is Your Volume Profit Maker! 


Ftulmtets 4 


‘a5 





NO WONDER THIS NEW HEATER 
LEADS ITS FIELD! LOOK— 


Y Automatic Fuel Control 
VY Automatic Draft Control 
VY Radiates AND Circulates 
VY Low Draft Requirement 
V Low Flame Fuel Saver 
V Unitary Construction 

VY Duroplastic Finish - 

V Beautiful Lines 

VY Startling Low Price 


One of the Most Popular 
And Most Satisfactory Items Coleman Ever Made 


ASK YOUR JOBBER ABOUT Coleman’s LITTLE GIANT 
Oil Heater No. 444—A Real Profit Maker! 
Write Us for Sales Helps and Profit Making Facts 


Address nearest office: 
THE COLEMAN LAMP AND STOVE CO., Wichita, Kans.; Chicago, Ill.; Philadelphia, Pa.; Los Angeles, Calif. 
OD-92 
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JUST OFF THE PRESS! 


THE FIFTEENTH EDITION 
OF 


HARDWARE AGE 
Verified List 


of Wholesale Hardware Houses 





The Only List of Hardware Jobbers in Book Form Published. 


Recognized by all who sell thru hardware channels as an essential need for 
effective selling to Hardware Jobbers. 


GIVES: @ THEIR NAMES and ADDRESSES 
© CAPITALIZATIONS 
@ LINES HANDLED 
@ TERRITORIES COVERED 
@ NUMBER of MEN TRAVELLED 
@ NAMES of OFFICIALS and BUYERS 


Obviously information useful in personally contacting jobbers — in making 
credit arrangements—and in direct mail sales promotion advertising. 


eee 


Contains the following complete lists:— 


SHELF HARDWARE JOBBERS 

HEAVY HARDWARE JOBBERS 

DISTRIBUTORS OF MILL SUPPLIES 
PLUMBERS’ AND TINNERS’ SUPPLIES JOBBERS 
MANUFACTURERS’ AGENTS 

HARDWARE CHAIN STORES 

HARDWARE ASSOCIATION LISTS 


These Lists Are Needed by AU Who Sell Thru Hardware Channels 


Price $10.00 a Copy—Remittance With Order 


HARDWARE AGE VERIFIED LIST 
239 W. 39th Street New York, N. Y. 
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Today’s average house paint customer wants three 
things—(1) the best paint he can buy, at (2) the lowest 
possible cost, and (3) he wants to paint his home right 
now—even though he hasn't the cash for the job! 

A stiff order! But the paint dealer who fills it is the 
dealer who cashes in. And that's just why Sherwin- 
Williams dealers are getting the biggest bite of business 
this Spring! 

With the 1939 Sherwin-Williams 3-Point Way, you 
can fill Mr. Tough Customer's 3-Point bill on every 
count. And make real money doing itl 

Wire or write for complete details and franchise possi- 
bilities. Address The Sherwin-Williams Company, Cleve- 
land, Ohio and all principal cities. 












MONEY! 








Suerwin-Wiiams SWP 


More people know and want this 
famous brand of paint. Countless sur- 
veys prove: More homes are painted 
with SWP than any other brand of 
paint! It's the paint that brings in the 
business quicker . . . easier! 














It's the gt Podge on 
i acture — 
a ae No. 450. It's the answer 











THE S-W BUDGET PAY PLAN 


Budget Payment — today’s way of 
selling that makes ready buyers of 
those without ready cash! 

The S-W Budget Plan requires no 
down payment, gives your customers 
12 to 18 months to pay. Yet it guar- 
antees your money in full when the 
paint job’s finished. Never a credit 
risk! It's powerful point 3 in the great 
S-W 3-Point Way to more and better 
business for you this Spring! 
















SHERWIN-WILLIAMS 


P HOUSE PAINT 
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AN OLD GUIDE TO 
NEW PROFITS 





N™® profits are coming today from 
up-to-the-minute merchandising 
ideas. Progressive dealers know that 
two of the best ways to make extra sales 
and extra profits are to display promi- 
nently as much merchandise as possible, 
and to suggest the purchase of additional 
related items to every customer who 
comes into the store to buy. 


And that’s where the famous old Indian 
Head trade-mark is proving itself so 
valuable to hardware merchants every- 
where. For The Carborundum Company 
is making it easy for merchants to show 
its famous line of abrasive products... 
making it easy to pair-up the sale of a 
sharpening stone, grinding wheel or 
other abrasive product with every sale 
of an edged cool. 









CARBORUNDUM 


ABRASIVE “MR PRODUCTS 
= 








This season The Carborundum Company 
is offering hardware merchants a total 
of eight attractive displays for use on 
counters or in show windows. Each of 
these colorful eye-catching displays comes 
free with the fast-selling assortment of 
Carborundum-made abrasive products 
for which it was designed. And each of 
these displays carries the famous Indian 
Head trade-mark ... familiar for years 
to dealers and customers alike as the sign 
of highest quality abrasives. 

Let the Sign of the Indian Head be 
your guide to new profits this sum- 
mer. Put in one or more money-making 
Carborundum dispiays now! Your job- 
ber will be glad to give you complete 
information, or you can write direct to 
The Carborundum Company. 





THE 


Sales Offices and Warehouses in New York. Chicago. Philadelphia, Detroit, Cleveland. Boston, Pittsburgh, Cincinnati, Grand Rapids 


CARBORUNODUM 


#eQ. U.S. PAT. OFF 


COMPANY, 


NIAGARA 


(Carborundum is a registered trade-mark of The Carborundum Company) 


FALLS, 


N. Y. 





16 


HARDWARE AGE 


Met 


La 90 


vee 


a aed 


PANTHER 
cod DRAGON 
TAPES 


First to be Wrapped and SEALED in Cellophane 
Perfect Adhesiveness and Tensile Strength 
Strong Distinctive Green Core. 


Colorful Attractive Boxes. 


A Company in the Insulation Business Since 1878. 


HAZARD INSULATED WIRE WORKS 


DIVISION OF THE OKONITE CO. 


WORKS: WILKES-BARRE, PENNSYLVANIA 


New York Chicago Philadelphia Atlanta Pittsburgh Buffalo Boston Detroit 
Seattle Dallas Washington San Francisco St.Louis Los Angeles 
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A good painter is always a good investment. 
For example, pointing up open joints and 
cracks on wood trim—filling them properly 
with white lead putty so they will stay 
watertight —is one of the dozens of things 
that a real painter knows how to do. 


but that tells mea 
lot about PAINT 


NYBODY who’s ever worked with 
lead knows it’s a grand metal. 


If you could cover a house with lead, 
it would just about last forever. 


And it’s not far wrong to say that 
the next best thing to a metal coat- 
ing when it comes to protection, is 
white lead. 


Fact is, white lead is made from lead. 


You can’t use any other metal for 
making paint and get the same result. 


What I mean is, white lead paint 
gives a tough, elastic coat — a coat 
that never brittles up or flakes away. 


Don’t take my say-so. Ask any 
painter who’s been at his job long 
enough to time the life of white lead. 
Ask him what he’d paint his own 
house with. 


Any way you look at it, you’re 
money ahead when you paint with 
white lead. 

aa a7 a 


You’ll learn a lot of helpful facts about 
paint if you read, ““‘What to expect 
from White Lead Paint.’’ Write for your 
copy today. 


LEAD INDUSTRIES ASSOCIATION 
420 Lexington Avenue, New York, N.Y. 


Copyright 1939, Lead Industries Association, New York 
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Its the BLADE 
the SPADE 
that COUNTS / 






























ne Every 


1 for INGERSOLL 
sult. SHOVEL BLADE 


, is made of 
aint 


coat "TEM, CROSS 


way. REI 
INGERSOLL PROCESS STEEL 


any : . 
—especially developed in our 
long own steel mills for tillage use. It 
ead. is the same tough quality, keen- 
cutting steel supplied by us for 
wn the plow and harrow discs of 
practically all of America’s lead- 
ing farm implement manufac- 
" turers. 
l’re 
vith - . . 
Ingersoll Shovel Blades, made 
from this superior steel, will not 
curl nor split at the edges. They 
— remain keen-cutting implements. 
Puan! Bear this in mind when you order 
_ shovels. Specify “Ingersoll” be- 
our cause “It’s the Blade of the 
Spade that counts.” 
2 e * 
ON F ‘ 
Y Available in all types and grades, 
a round and square points, black 
— or polished finishes. All Alloy, 


A and B Grades are heat-treated. 


Inquiries are invited. Write 
our New Castle Plant. Ad- 
dress Dept. H. A. 


“INGERSOLL” SHOVELS 


“The BORG-WARNER Line” 
INGERSOLL STEEL & DISC DIVISION [ORC.WARNER 


New Castle, Indiana Plants: New Castle, Ind.; Chicago, Ill.; Kalamazoo, Mich. 
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VERYBODY wants relief from heat and 

humidity. Here is the unit that gives it to 
them —at a price they can afford. Nothing else 
you feature has such big summertime profit 
possibilities! 
The Gale Space Cooler is a proven product 
not an experiment. Widely sold last year. Offered 
for 39 in a Standard model at an even more 
attractive price —and in a Deluxe model with a 
host of new refinements. Write at once for details. 


GALE PRODUCTS, 400 Monmouth Blvd.,Galesburg, Ill. 
Division of Outboard, Marine & Manufacturing Company 


GALE SPACE COOLER 


A dependable, proven electric —— which 
sends air over cold coils where it is cooled and dehu- 
midified. Fresh air brought in through filter; scale air 
exhausted. No plumbing required. No special wiring. 
Just plug it in! Full 4000 B. T. U. capacity. Cooling 
equivalent of 650 pounds of ice per day. Deluxe 
model offers: 


HEAT RELIEF 
AT A PRICE TO 
ATTRACT THOUSANDS 
* 


STANDARD MODEL 


DISTRIBUTORS, 
DEALERS: Write, wire 


full details and discounts. The 
season is HERE. Every day 


ic C @N hi oustical 
@ Auromatric Condensation ew Thick Acoustica means extra profits! 


Disposal. Liner for Quiet Operation, 


y ic Grille wit 
@ New Cool Air Grille with @New improved Wether 


Adjustable Deflectors. 


@ New Fresh Air Inlet with 
Spun Glass Filter. 

@ New Air Exchanger Oper- 
ates Simultaneously with 
cooling. 

@ New Two-Way Control 
for Filtered Air Circulation 
the Entire Year. 


Visor. 


@ New Positive Window 
Mounting Lock. 


@ New Quick Installation. 
Cabinet, independent of 
unit, mounts securely in 
window. Unit thenslides in. 


$1392 


DELUXE MODEL 


$1692) / <ZMer. 


THE QUALITY LINE that you can sell at di- 
rect-from-factory prices. Models to satisfy all 
requirements. 

A Deluxe Line, packed with today’s finest sales 
features, priced to sell at resale for $129.50 to 
$179.50 (7.3 cubic foot model). A Standard 
Line, quality buile throughout, priced to sell at 


resale for $109.50 to $159.50 (7.4 cubic foot 
model). And the sensational Gale-buile White- 
hall Line with Dulux exterior, porcelain interior 
and other quality features, to sell at resale from 
$77.95 to $99.95 (6.2 cubic foot model). Write 
for full details on the Gale Refrigerator set-up. 
You'll be amazed! 
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The “BIG 4” 
with 4 Star Features! 


ERE is a real performer which is daily 
winning the plaudits of builders and con- 
tractors everywhere because of the efficient 
manner in which it manipulates sliding doors: 


National 
“BIG 4’ DOOR HANGER 


1. It is constructed entirely of steel on heavy lines. 
2. Embossed hood to give added strength. 


3. Hanger wheels glide smoothly on anti-friction-steel 
roller bearings. 























4. Hanger remains rigid normally, yet it possesses a 
“Big 4" Hanger flexible feature. 


Aside from these noteworthy features, the wheels and frame are 
heavily japanned and the axles and rivets are cadmium-plated as 
a protection against rust and deterioration. Not alone is the appear- 
ance of the hangers enhanced by their durable finishes but lasting 
efficiency is an assured fact. 


Your stock would be incomplete without this 
popular sales leader. | 






“Braced” Rail 


Further particulars, if desired, given on request. 


* 
\Natonat 
FG. CO. National Builders’ Hardware is sold direct 


to the retail dealer—a policy that promotes 
quality, service and direct selling cooperation. 


NATIONAL MANUFACTURING COMPANY 
STERLING - + + ILLINOIS 
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Informal Editorial Comments 





Seven Plus :— 


Salesmen for wholesale hard- 
ware firms make an average of 
seven store calls per day and in 
the majority of cases call on each 
prospect or customer every two 
weeks. These interesting facts and 
other related pertinent data on the 
activities of the men who repre- 
sent hardware jobbers are com- 
pletely presented in our last issue. 
(See H. A., May 18, 1939, page 
34.) The figures were developed 
from a study of the actual rec- 
ords of 100 representative whole- 
sale firms,.of varied size and in 
different parts of the country. As 
the average store call represents 
one hour and 15 minutes it is 
immediately evident that hard- 
ware salesmen are busy fellows. 
This entire study is worth careful 
reading by all hardware men. It 
provides a running outline ana- 
lyzing an important phase of 
hardware distribution practices 
and emphasizes once more the 
vital services rendered hardware 
distribution by the wholesalers 
and their salesmen. At this early 
date we have received several let- 
ters requesting extra copies in 
sufficient number to warrant mak- 
ing reprints of this study. These 
reprints will be sent readers on 
request. 


Reports :— 


In most sales work, salesmen’s 
reports play an important part as 
a link between the. sales manager 


and the man on the road. Such 
reports, daily or weekly, provide 
the house with a picture of a 
salesman’s program for covering 
his territory indicating number of 
calls made; percentage of calls 
that lead to immediate or future 
orders; time spent in calls; mile- 
age involved in territories, etc. 
Strangely enough it seems that 
wholesale hardware salesmen are 
not generally required to provide 
such reports. The survey on 
wholesale salesmen, mentioned in 
the previous paragraph, indicates 
that exactly one-half of the 100 
houses contributing data require 
such reports. This suggests a 
weakness that could and should 
be corrected promptly and also 
suggests a good topic for con- 
vention discussion among whole- 
salers. In these highly competi- 
tive days no sales manager, in 
the wholesale hardware business, 
can afford to be without all the 
available data on his own sales 
department’s activities. A regular 
report system would help bring 
him useful data that would more 
than justify the time and work 
of preparing such reports by the 








By CHARLES J. HEALE 
EDITOR, HARDWARE AGE 


salesmen and analyzing them by 
the sales head of the business. 





Father's Day: 

For the first time “the old 
man” is getting some “plus” atten- 
tion in the celebration of the an- 
nual “Father’s Day” which is 
Sunday, June 18, 1939. This is 
not a new day of celebration but 
the 1939 observance is being pub- 
licized on an organized basis that 
is quite new and very thorough. 
There will be widespread atten- 
tion given this event. The many 
retailers selling cigars, beverages, 
clothes, etc., will actively solicit 
gift trade in this connection. The 
drug trade is in on the cigars, 
cigarettes, etc., and is also “plug- 
ging” for the sale of all kinds of 
razors, shaving equipment, cut- 
lery, fountain pens and many 
items which hardware men should 
consider fundamentally as hard- 
ware store merchandise. Add to 
these few lines the many other 
“men’s goods” in every hardware 
store, such as fishing tackle, sport 
goods, tools, watches, clocks, 
movie outfits, etc., and it would 
quickly appear that Father’s Day 
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CAPE COD 


HARDWARE'S 
most “NA T URAL ~ 


DEVELOPMENT 


Here is the combination 
that builders of Colonial 
homes have been wanting 
for years. Authentic Colo- 
nial thumb-latches, for true 
harmony in appearance .. . 
modern mortise lock, for 
smooth efficient operation 
... and low cost. 


These things have made 
Lockwood’s Cape Cod sets 
the greatest “natural” in 
residence hardware ever 


offered. 


It’s no effort to sell Cape 
Cod sets. Just get samples 
and show them—-your cus- 
tomers know what kind of 
hardware belongs on a 
Colonial house. And the 
remarkably low price 
clinches the sale. 


PATRICIAN : Write now for further 
) details. 


PLASTELCLE 
UNIFAST 
EQUIPOISE 
BOR-IN 


CAPE COD 


Py dot 


_ 
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Lockwood Hardware Mfg. Co. 


Division of Independent Lock Co. Fitchburg, Massachusetts. 
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is hand-made for the hardware 
dealer who aggressively seeks this 
business with proper window dis- 
play and advertising appeals. A 
special counter in the store could 
very properly and profitably be 
devoted to a special assortment of 
suggestions for this event and in 
many cases young folks who come 
into hardware stores could be 
urged to look over the stock for 
suitable and practical Father’s 
Day gifts. The National Council 
for Promotion of Fathers’ Day, 32 
East 57th St., New York City, is 
offering interested retailers vari- 
ous promotion helps, _ stickers, 
streamers, etc., at low cost. As 
this promotion is getting wide 
publicity attention in newspapers, 
magazine and radio advertising 
there should be some extra profit 
sales in June for those hardware 
men who capitalize on the oppor- 
tunity. 


Lum ’n’ Abner :— 


I wonder how many of our 
readers listen regularly to the 
Lum ’n’ Abner radio program? 
These two characters, portraying 
small-town grocers, offer consid- 
erable homely wit and basic horse- 
sense in their own_ inimitable 
style. Usually their dialogue deals 
with topics solely of consumer 
interest, but occasionally they dis- 
cuss retail store credits and other 
problems of interest to those in 
the wholesale or retail distribu- 
tion fields. In this issue, on page 
32, we publish the transcript of 
a “business conference” held by 
Lum ’n’ Abner some months ago. 
In this discussion they wrangle 
over the relative merits of whole- 
sale distribution and the functions 
performed by wholesalers for con- 
sumers as well as for retailers. 
Although directed primarily at the 
distribution of food products the 
principles involved are equally 
applicable to hardware distribu- 
tion which makes this radio pro- 
gram worth the attention of all 
thoughtful students of distribu- 
tion. They get down to brass 
tacks and in their own simple 


phraseology offer some pertinent 
truths that should interest all of 
our hardware readers. 


Photograph Racket :— 


Every few months some hard. 
ware executive writes or phones 
to ask if some particular photog- 
rapher has been authorized to 
represent HARDWARE AGE in the 
building of a photo file for this 
publication. Bachrach Studios 
(and affiliates) is the only photo- 
graphic organization authorized to 
make such representation and then 
only to hardware men who have 
previously been individually no- 
tified by a letter signed by an 
executive of HARDWARE AGE. 
Bachrach operators carry proper 
credentials. Occasionally, in a 
location where a Bachrach affili- 
ate is not available, some other 
special arrangement is made, but 
never without the issuance of pre- 
cise and individual request letters 
and other recognizable credentials 
from this publication. All other 
photographers claiming an affilia- 
tion with HARDWARE AGE are im- 
posters. Where precise, written evi- 
dence of such misrepresentation is 
made available to this publication. 
offenders will be prosecuted. The 





V ast Scope of Retailing: 


This forum will also serve an- 
other valuable purpose. It will 
re-establish in the public mind a 
picture of the vast scope of 
American retailing and the vital 
role it plays in our economic life. 
Because the store on the corner 
or down the block is so much a 
part of the daily routine, the 
average person seldom gives a 
thought to this complex and im- 
portant business. 

He probably doesn’t realize 
that there is one retail store for 
every twenty families in the coun- 
try. 

He probably doesn’t realize that 
they provide work for a million 
and a half storekeepers and four 
million employees. 

He may not realize that they 


real reason for such activity is to 
arrange a sitting and then high- 
pressure for the sale of prints. 


Kitchen Utensils :— 


Practically one-third of all re- 
tail sales of kitchen utensils in 
the U. S. A. are sold through 
hardware channels and represent 
an estimated $26,809,950 out of 
the total of $85,370,800 sold by 
all kinds of retailers. This data 
is based on the 1930 Census of 
Distribution and covers 1929 bus- 
iness records. As these govern- 
ment figures are based on_ the 
reported estimate of 26,000 retail 
hardware stores (There are 35,- 
000 plus according to HARDWARE 
AGE verified listings—Ed.) these 
volume figures indicate an aver- 
age of better than $1,000 per 
hardware store, per year for sales 
of kitchen utensils. These data 
relate only to kitchen utensils and 
not to the entire housewares lines 
carried by hardware dealers yet 
do give a quick impression of the 
relative importance of the hard- 
ware field in the distribution of 
kitchen goods and likewise show 
with equal clarity the importance 
of housewares lines to the hard- 
ware trade. 


carry an annual payroll of four 
billion dollars, or 10 per cent of 
all wages and salaries paid in the 
nation. 

He probably doesn’t realize that 
in 1938 more than $35,000,000.,- 
000 worth of goods was distrib- 
uted through retail channels. 

This far-flung network of re- 
tailers serves a double function. 
First, it distributes the products 
of the farmer, the manufacturer, 
the miner and the importer to the 
ultimate consumer. And _ second- 
ly, it is a sensitive agency which 
appraises the desires and needs of 
the consumer and relays these 
back to the producer. 


Harry Hopkins, Secretary of Com- 


merce, addressing American Retail 


Federation, May 22, 1939. 
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F the writing of books on 
() salesmanship there is no 
end. Far be it from me to 
attempt to cover such a subject in 
any single chapter. However, it 
has occurred to me that a chapter, 
even a single one, on this subject, 
would not be inappropriate in 
such a course as this. There will 
perhaps be nothing new in this 
chapter for you, but at least it 
may cause you to check up on 
yourselves and see how you rate. 
Certainly, neatness of self, clean 
sample rooms and attractive fresh 
appearing samples are three very 
elementary but none the less im- 
portant selling hints, as are keep- 
ing appointments on time, close 
attention to detail and fulfilling 
promises made. 

However, the things I would 
stress in this article, granting your 
own good judgment prevails to 
see to it that these elementary 
things are done, reaches deeper 
into the subject of selling. 

In our own business we have a 
decided advantage to start with. 
Everyone who builds must use 
some grade of builders’ hardware. 
We do not have to create a desire 
for a person to buy builders’ hard- 
ware. It is a necessity wherever 
there is any building. 

Our problem is to get the pros- 
pect to buy from us. That’s the 
first step and the six elementary 
hints mentioned before will help 


By ADON H. BROWNELL 


Chapter 52—Advanced Course 


Selling Hints 


That is to get the prospect to buy 
the proper quality the job should 
have to serve adequately for years 
lo come. 

So, I am going to try and give 
you a few suggestions along that 
tine. Take them for what they may 
le worth. 

First, there is the selling in our 
sample rooms. Of the physical 
set-up of the sample rooms, some 
discussion and many illustrations 
were given in our last chapter. 
The finest sample room, the most 
attractive display of samples are 
merely sales helps. They in them- 
selves cannot sell the goods. That’s 
your job. 

As we study this first phase of 
selling, we have so much on our 





side to start. Here in our own 
sample room, surrounded by all 
kinds of sales help, we have an 
unusual opportunity to clinch the 
sale. The method of selling pro- 
cedure in my estimation to show 
all necessary samples would be ex- 
actly as outlined in the various 
chapters of the Elementary Course. 

Start with the selection of the 
front door set, then the other out- 
side doors, follow that with a 
presentation of the hardware for 
all special inside doors, such as 
French doors, double-acting doors, 
bathroom doors, and all other in- 
terior doors. Then take all types 
of cupboard hardware, and after 
that the hardware for all windows, 
shutters, etc. 


materially in that respect, par- 
ticularly if we know our business 
and take a sincere interest in our 
prospect’s problems. 

The next step is not so easy. 


Kilpatrick Brothers, Oklahoma City, Okla., in its sample room uses 
five full-size doors, on each side. Their backs are equipped with 
samples on easel-backed panels. Samples are separated according 
to types and pieces. By this method the right-priced hardware 
can be shown to a customer whereas when all samples were exposed 
the customer was liable to see and select the cheaper hardware. 
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Settle the lock question first 
then the design and finish. After 
that has been decided, close the 
presentation with the many miscel- 
lanecus items that enter into every 
sale of builders’ hardware. 

It is my firm opinion that it is 
better to build up rather than 
down. It is extremely important 
that you have a good idea at the 
start of the amount to be spent 
for hardware. I realize that it is 
not always easy to get this from 
your prospect, but a few minutes 
of tactful explanation of its im- 
portance to you in saving his time 
and permitting you to more intel- 
ligently serve his needs should 


thing you can say. Picture to him 
the rust marks on highly finished 
wood work as well as the appear- 
ance steel hardware makes as 
demonstrated by your sample. So 
I might go on, but I think I have 
said enough to give you the idea 
I am trying to convey. 

When the use of higher priced 
merchandise shows greater econ- 
omy, better appearance, more 
comfort, a pride of ownership and 
less upkeep cost, even a_ price 
minded buyer can be sold a better 
grade of builders’ hardware. 

This thought can be so well car- 
ried on for many build ups that 
it is worthy of much study and 





This sample room is in the store of J. J. Moreau & Son, Manchester, 
N. H. On the right is an open display of builders’ hardware grouped 
with related items such as storm doors, kitchen tables, chairs, etc. 


establish confidence with your 
client and bring forth this neces- 
sary information. 

As an example of what I mean 
by building up; suppose your 
prospect figures steel-plated hard- 
ware is good enough and that it 
looks just as good in the sample 
room as the brass. What would 
you do about it? 

Well, here is what I would sug- 
gest. Have a sample of a bronze- 
plated steel escutcheon in your 
sample kit that has rusted. Show it 
to him. The eye will catch and 
hold the benefits longer than any- 
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practice on your part and these 
examples can be used over and 
over again. 

One of the things, though, that 
you must guard against is the fact 
that what becomes an old story to 
you is never old to your customer. 
Do not let yourself get into a rut 
in your sales presentation. Be as 
interested and _ enthusiastic in 
helping your prospert solve his 
hardware problem as if it were 
your own problem and new to 
you. 

We are too apt to become auto- 
matic in our selling, whereas we 















































should be individually interested 
in each sale for that sale itself. 
Pause and consider. Don’t rush a 
buyer just to get it over with. 

It is so easy to write “don'ts,” 
but I cannot resist giving you one 
more among my selling hints. It’s 
this—don’t knock your competitor 
or his product. It never gets you 
anywhere. 

Of course, at times you must 
make comparisons. We all must 
do that, but do it thoughtfully by 
generalities. It is far better to say 
“other goods,” “ordinary hard- 
ware,” “some manufacturers,” and 
so forth, than it is to stick your 
chin out by venturing a direct 
slam at an individual company, 
manufacturer, or product. If you 
devote your available time to pre- 
senting the value, convenience and 
safety your products offer, your 
client, instead of knocking a com- 
petitor’s products, you will get 
much farther on your way to a 
sale. 

Be sure your customer under- 
stands the values you present. For 
example: 

We may tell a customer the 
locks are master keyed and that 
may, not mean a thing. If, how- 
ever, we tell the customer we have 
figured on having a kev for his 
use that will eliminate the neces- 
sity of carrying a lot of keys, that 
one key will let him quickly into 
all his locks and that it will save 
him time or money—those are the 
points to which he will quickly 
react favorably. 

So much for the first type of 
selling. The second that I would 
consider is the solicitation type. 
where you do not have the ad- 








On pages 28 and 29, immedi- 
ately following are shown eight 
sample rooms which should be 
an inspiration to those contem- 
plating similar installations. 
Chapter 52 continues on page 
30. 












Troxel Brothers, of Denver, Colo 
finds the open type of sample dis- 
play room most effective for the 
Schlage line .of builders’ hardware 


t sells exclusively 





The sample room of the Bidwell 
Hardware Co., Hartford, Conn., is 
finished in knotty pine with colonial 
forged iron hardware on the cases 
Display space is approximately 12 
by 18 feet 
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Right—From the nation’s capital come: 
an illustration of a most interesting sample 
room in the store of Fries, Beall & Sharp 
Co., Washington, D. C. All samples are 
concealed. The room, in addition to the 
entrance door, has five doors behind which 
are racks containing individual samples. 
By using the two sides, the firm can dis- 
play two types of hardware on each door. 
Behind each door, hardware of the same 
type or design of architecture of the door 
is used. The samples light up automatically 
whenever doors are opened. In order to 
increase display space, there are two 
doors at the entrance to the room. One 
opens in, the other out. This makes it 
possible to display four types of entrance 
door hardware at one place 
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Left—The display room of the Smith 
Bros. Hardware Co., Columbus, Ohio, 
now uses wood panels which enable 
the salesman to show only the hard- 
ware best suited to his customer's 
type of home. Display panels are 
easel-backed and can be removed 
from their cases and displayed on a 
table for closer inspection. Lower 
cabinets are equipped with shelves 
which contain working models of vari- 
ous types of locks. Twenty-five 
drawers in the lower part contain 
butts, etc. All samples, both of lock 
sets and butts and miscellaneous 
trims, are mounted on_ individual 
panels or boards so that any partic- 
ular item may be placed before cus- 
tomers 
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This interesting sample room was recently completed 
at a cost of more than $10,000 by the J. M. Tull Metal i 
& Supply Co., Atlanta, Ga. All of the panels are secret 
panels. The two open panels illustrate how attractively 
the samples are arranged. Floor is rubber tile and 
woodwork is of birch and walnut finish. Across the 
front of the room is large plate glass window with 
Venetian blinds. Floor space is approximately 19 sq. ft 











In this besutiful somple room, the O'Dea 
Hardware & Paint Co., Des Moines, Iowa 
carries out the idea of concealed hardware 
E. F. Sperry, manager of the firm's builders 
hardware department, advises that this ar- 
rangement helps materially. It does not result 
in confusing the customer with a profusion of 
samples and it also cuts down the time 
needed tc show samples to customers. The 
shelving on one side has four doors and be- 
hind them are medicine cabinets, mail boxes, 
coal chutes, and other bulky goods. Locks 
cabinet hardware, etc., are in drawers. The W 
room is finished in Nu-Wood and the wood- : 
work in enamel with mahogany finished 
panels in the small doors 





A. Rankin Lid., Ottawa, displays and 
segregates its builders’ hardware samples 
according to type to expedite showing the 
merchandise to customers. On the inside of 
each cupboard door are two pieces of mould- 
ing so that individual sets may be removed 
and displayed separately against any back 
ground. Each cupboard door back is in < 
different color. 

The floor is of asphalt tile, mottled brown 
and white, with a black border. Woodwork is 
in ivory with mouldings in sea green. Fire- 
place front and table top are in black and 
white marble finish. Fireplace fittings are 
changed frequently affording a greater oppor- 
tunity to sell this type of merchandise 


Left—On the letterhead of the Safe Padlock 
and Hardware Co., Lancaster, Pa., is a picture 
of this sample room of the Steinman Hard- 
ware Co. at Lancaster. This store, established 
in 1744, is said to be the oldest hardware 
store in the United States. The Safe Padlock 
and Hardware Co., which was established in 
1849, is one of the oldest builders’ hardware 
manufacturers 
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"Taking the Mystery Out 
of Builders’ Hardware 





(Continued from page 27) 


vantage of your sample room and 
its selling helps. It’s harder sell- 
ing, true, but if we always waited 
for the customer to come to us, 
many of us would not be in busi- 
ness. So we subscribe to various 
building report services, or our 
factory provides them for us and 
we start out digging up our pros- 
pects. 

Just a word at this point on 
building reports. We must learn to 
use them intelligently. A building 
report that merely says “work 
contemplated” does not offer us 
much of an immediate prospect 
and much time has been lost by 
many builders’ hardware engineers 
chasing “work contemplated” that 
never materializes. 

However, when the building re- 
port states that an architect has 
been selected then there is an ac- 
tive prospect. The architect should 
be contacted. Help write his speci- 
fications or make his hardware al- 
lowance for him if you can. 

When calling on architects, re- 
member they are professional men 
and if busy do not want their time 
wasted with needless chatter. Be 
brief on such occasions and to the 
point. Be helpful and ready to 
serve him. Let him know you are 
ready to help. Impress him tact- 
fully with your knowledge of your 
business so he will respect your 
position. 

The next step is the building 
report that the contract is let and 
you are given the name of the 
general contractor. Perhaps he is 
to place the order, but even if he 
is not, he certainly is a “hot” 
prospect for all the rough hard- 
ware and should be contacted 
regularly from the start to the 
finish of the job for all his re- 
quirements that you are prepared 
to furnish. 

Especially on large contracts, 
too much emphasis cannot be 
made as to the importance of con- 
tacting all interested persons. 
Whenever it is possible to contact 
owner, architect and contractor, 
do so. Do not overlook using 


every avenue that will help vou 
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get the order. The contractor may 
be the one who will place the 
order, but if you have the archi- 
tect and owner in your corner, 
too, it will help materially. 

The service you have rendered 
on previous contracts for either 
the architect or the contractor 
always has a decided effect on 
future business. 

The third and last phase of sell- 
ing that I would like to elaborate 
on is selling builders’ hardware to 
a committee. Here, indeed, is your 
sales ability challenged. It may be 
a school board, a building com- 
mittee, or the board of a bank. 

In times past I have gone so far 
as to cali on every member of a 
school committee before the board 
meeting to win a large contract. I 
well remember one large contract 
for a school building. I not only 
went myself, but I got the presi- 
dent of my company to go with 
me. We landed a $15,000 contract 
that we would never have gotten 
without those calls. That was a bit 
drastic, I will admit, but every 
job presents certain competitive 
situations that your good judg- 
ment will chart your course if vou 
take time to let it. 

On every large job of whatever 
nature, T have found that it pays 
to face frankly the facts surround- 


‘ 





ing the job and without “kidding” 
myself call a spade a spade to 
myself. 

Contacts are so very important 
on many big jobs and they must 
not be overlooked. Who do you 
know who can help you reach the 
owner, the architect, the contrac- 
tor, or influential members of a 
building committee for favorable 
consideration of your proposal? 
If you haven’t any, make some! 
So much desirable business is 
placed not strictly on a basis of 
price or quality that any builders’ 
hardware engineer that overlooks 
the importance of contacts is often 
overlooked himself when the order 
is placed. 

Personally, I’m glad it is that 
way. Friends are so important in 
modern American business life 
that we are the better for it. Be- 
cause we secure business through 
friendship does not mean we take 
advantage of those contacts to 
secure a greater profit. The very 
fact that we have secured a con- 
tract through friendship challenges 
us to render better service and 
greater value which benefits all 
concerned. 

An important part, a most im- 
portant part, of your service comes 
in the scheduling and marking of 
your goods for shipment to the 
job and in our next chapter it 
will be rather fully discussed, to- 
gether with some definite recom- 
mendations my years of builders’ 
hardware experience have shown 
me to be worth while. 





A Formula for Labor Peace 


HE real issue in most recent 

strikes in this country has not 
heen either wages and hours or the 
right of employees to join a union 
of their own choice. The first of 
these is generally capable of peace- 
ful negotiation and the second is 
now almost universally conceded 
by employers. The real issue is the 
right of a worker not to join a 
union if he so chooses, and the right 
of an employer to retain such work- 
ers on his pay roll. 

It is a point worth contending for 
stoutly. Contrary to a popular im- 
pression created by “liberals,” that 
right not to join and still hold a job 
is generally accepted in most of the 
older countries where collective 
bargaining practice is well estab- 


lished. Only in New Zealand under 
its compulsory unionization law is 
the closed shop the rule in highly 
unionized foreign industries, as 
studied at first hand by Edward J. 
Mehren, and analyzed in the April 
Nation’s Business. 

On the whole, Mr. Mehren found 
during his extensive travels that 
employers abroad have successfully 
maintained they must retain free- 
dom in hiring, unhampered by con- 
siderations of union membership. In 
the Scandinavian countries the 
closed shop has been specifically 
banned by general agreement. 

If American labor unions would 
abandon the idea of force in recruit- 
ing members about nine-tenths of our 
industrial strife would disappear. 
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iness is 
basis of 
builders’ Collecting ancient and unusual 
3 weapons is the fascinating hobby of 
verlooks A. P. Johnston, president and gen- 
is often eral manager, The Southern Supply 
he order Co., Dallas, Tex., wholesale hard- 
ware distributors. Says Mr. Johnston, 
. of his hobby, "I have been building 
is that up this arms collection over a period 
rtant in of about 35 years, and add to it 
A every year. Mrs. Johnston and I trav- 
ess life el a good deal in the summer, and 
it. Be- we are always on the lookout for 
h h good items.” On a trip he made to 
throug England last fall he obtained nearly 
we take 100 pieces for his collection includ- 
acts to ing some very fine medieval and 
Oriental swords and guns. His col- 
he very lection covers the four walls of his 
a con- “den” at home. In the picture Mr. 
1 Johnston is pointing to what is 
allenges known as a protector revolver, a 
ce and duplicate of the one used to assassi- 
Ses oll nate President McKinley. He also 
Ss has a duplicate of the derringer with 
which President Lincoln was shot. In 
ost im- his left hand he holds an Ethiopian 
flintlock blunderbuss and in his right 
Comes a sword which probably was taken 
cing of to Mexico during the time of the 
to the Conquistadores, as it is of the period 
. - of Philip II, about 1525. 
pter it 
ed, to- 
recom- 
ilders’ 
shown 
under 
law is 
highly 
Ss, as 
ard J. 
April 
; His summer camp in the Allegheny National Forest and making steel, iron and wood 
Sound items in his homeworkshop are the hobbies of Frank Mappes, vice-president, Emery Hard- 
i ware Co., Inc., Bradford, Pa., wholesale hardware distributors. Mr. Mappes’ camp is located 
a in a wooded section about 10 miles from Bradford and includes a cottage, four acres of land 
sfully and 500 ft. of a trout stream. Although he neither fishes nor hunts he enjoys watching game 
free- and fish. With the help of friends and associates he built a dam to impound water in the 
: om stream to help the propagation of trout and also constructed the rustic bridge shown above. 
Se During the winter months he spends much of his leisure time in his basement homework- 
Pp. shop. Much of the furniture in his camp was built by Mr. Mappes as were some of the fire- 
the place fixtures and other equipment. He has served for two terms as president of the Penn- 
ically sylvania Wholesale Hardware & Supply Association and is active in businessmen’s groups. 
would HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
ind ALL ARE WELCOME—DEALERS, WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. x 
rt our : 
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EDITOR’S NOTE: Although this 
broadcast is devoted to a discus- 
sion of grocery distribution and 
the functions of the grocery 
wholesaler it is equally applicable 
to the hardware field and the 
functions performed by hardware 
wholesalers. 


BNER—GOOD MORNIN’... 
A Gece mornin’! 
Lum-—(faded) What're you 
doin’ down so early this mornin’? 
{bner—Oh, I been here fer a 
hour. 
Lum—ls my watch wrong? I’ve 
vol five till seven. 
Abner—No, that’s “bout right, | 
reckon. 
Lum—Grannies, you got a fire 
started and everthing. 


{bner—Yea,. swept out and 


warshed the front winders. 

Lum—Well here, you're feelin’ 
all right, ain’t you? 

Abner—Oh (laughs) Yea... | 
jist felt like gettin’ back to work 
this mornin’. . . Got all them wor- 
ries offa my mind. 

Lum—( Laughs) Uf hit’s goin’ to 
affect you that way I wisht you'd 
get in trouble ever oncet in a while. 

{bner—Oh, | tell you a feller 
don’t know how to preciate bein’ 
free and all till he faces goin’ to 
the pennintentury like I was. I 
want to get back to work and make 
a sucksess outa this store. 

Lum—Well, 'm proud to hear 
you say that, Abner . . . First thing 
we've got to do is get some new 
merchandise in here . . . Cain’t do 


; ‘<5 
no business long as we’re outa so + ) 9 
much stuff. nN ne r 
A bner—No, hit’s got to wher we U I : i 


cain’t hardly fill a order. 
Lum—Well, we'll go through 


the steck today and make out a 
want list of everthing we’re needin’ "Ge / / / Ae H [ 
and call the wholesale house and 10 CSU C] J C 
have it sent out. 
Abner—Well. | doubt if we've yf // 
got enough money to buy ever- WS C US 


thing we’re out of. 
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Consumers 
Retatlers 


This is the script of a radio broadcast de- 
livered by Lum and Abner over Columbia 
Network, January 16, 1939. It is reproduced 
by permission of Lum and Abner, Columbia 
Broadcasting System, Inc., General Foods 
Corporation (sponsors of the program), and 
Young & Rubicam, Inc. (advertising agents 
for the account). Lum and Abner in private 
life are Chester Lauck and Norris Goff. 


Lum—We've got a little better’n 
three hunderd and fifty dollars 
balance in there at the bank . . . 
Make it go as fer as it will... 
Buy small amounts of most of it. 

A bner—Yea, could do that. 

Lum—Get all that stuff out here 
this afternoon. -Me and you can 
work down here awhile tonight 
and get it put up in the shelves. 

Abner—Yea, the quicker we get 
it out here the better. 

Lum—tThat’s one nice thing 
about havin’ them fellers in there 
so handy thataway. S’posin’ we 
had to order all this stuff from 
wherever it’s made, we'd bé weeks 
restockin’ the store . . . Take them 
spices, fer insidence . . . What if 
we had to send clean to some of 
them ferign countries fer that stuff. 

1bner-—1 wouldn’t know where 
to send. 

Lum—iLaughs) To be right 
honest I wouldn’t neither. 

A bner—Yea, that is purty handy 
all right, agin you stop and think 
about it. 

Lum—Well, not only that but 
they watch the markets a heap 
closer’n we could and save Us 
money. 

{bner—Save us money? 

Lum—Yea .. . Us way out here 
in Pine Ridge we've got to depend 
on them to do our buyin’ fer us 
... They’re in tetch with markets 
all over the world and big buyin’ 
organizations thataway can take 
advantage of market cunditions 
and pass the savin’s on to us. 

fbner—Yea, 1 never had 
thought about that. 

Lum—Oh, they’ve got a reglar 
association of Wholesale Grocers 


over the country that studies them 
things . . . They not only hep the 
Retail Grocers but the people that 
buys the stuff outa the stores, too 
... the cunsumers . . . They keep 
us merchants from havin’ a lot of 
shoddy merchandise on our shelves 

. Cause they ’vestigate a artickle 
a heap closter’n we could. 

Abner—Yea, 1 wouldnt know 
what was on the inside of a can 
till 1 opened it. 

Lum—Oh, they was the ones 
that got in behind the Pure Food 
Law, seein’ that labels says ex- 
actly what they mean .. . If we 
bought from everybody that come 
along here sellin’ stuff, no tellin’ 
what we’d wind up with. They’re 
right here in our community, doin’ 
business year in and year out and 
if the merchandise ain’t what it’s 
claimed to be we know we could 
go right back in there and get our 
money, back. 

Abner—Yea, hit’s handy, ain't 
no doubts about that. 


A Convenience 


Lum—We buy sich small 
amounts we could never stock a 
store with everthing we need . . . 
the wholesale house is jist a ware- 
house sorter fer our cunvenience. 
They buy the stuff the merchants 
needs and stores it there fer him 
till he needs it. 

Abner—Well, [| aint arguin’ 
with you, Lum . I ain’t said 
nuthin’ agin the wholesale house. 

Lum—No, 1 know you ain't, 
but they’s a lot of things like that 
we get so used to we sorter take 


‘om fer granited. 














Abner—Well, quit braggin’ on 
the wholesale house and let’s get 
this list made out of what all we’re 
needin’. 

Lum—I ain’t braggin’ on ’em 
. .. I’m jist thinkin’ out loud... 
I jist never had stopped to look at 
the thing before . . . I allus jist 
thought of ’em as a place fer us to 
buy stuff fer the store . . . Never 
had stopped to figger out how 
much good they done us. 

Abner—Well, if you’re through 
now we're needin’ some termaters 
fer one thing. 

Lum—Now there’s sompin’ else 
. . . The wholesale houses over the 
country handle sich a big part of 
the farmer’s crops that whenever 
there’s a big surplus in a crop like 
termaters they can get behind it 
and hep dispose of it so’s the 
farmers can get a fair price fer it. 

Abner—Bakin’ sody . .. Did you 
put them termaters down? 

Lum—Huh?—Oh ... no... 
termaters. 

Abner—Bakin’ sody . . . We’re 
clean outa bluin’ too. 

Lum—Bluin’ . . . I grannies, 
I’m goin’ to tell them fellers in 
there when I order this stuff that 
I’ve got a different altitude to- 
wards ’em. 

Abner—Flour we’re needin’. 

Lum—There’s another thing . . . 
They guarantee the flour to us and 
we can guarantee it to the cus- 
tomers. 

Abner—F er goodness sakes, 
Lum, cain’t you quit talkin’ about 
them and put down this order? 

Lum—I’ve got it down. . 
Flour right here . . . I jist hap- 
pened to think of sompin’ else too. 

Abner—Well, put it down on the 
list then "fore you fergit it. 

Lum—TI mean about them .. . 
We can buy stuff in little amounts 
thisaway and keep a fresh stock of 
merchandise. 

Abner—Yea shore . 
we’re clean outa that. 

Lum—Yea, I'll ask ’em how the 
market looks on that . . . might be 
a good idy to buy up a few hun- 
derd pounds of sugar . . . There’s 
another thing ... Wher would you 
go to find out what the market was 
goin’ to do if it wern’t fer ’em? 

Abner—I don’t know, Lum, I 
never stopped to think about it 
. . . But put it down fore we fer- 
git it. 


. . Sugar, 
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Lum—Yea Market—er, 
sugar 

Abner—Ort to get some seed 
pertaters. Been two or three in here 
askin’ about ’em already. 

Lum—Seed pertaters . . . What 
if ever’ farmer had to save out 
enough pertaters from one year to 
plant his crop the next spring . . . 
Try to keep ’em from sproutin’ all 
winter. 








Abner—I don’t know who you 

think you’re arguin’ with. 
Lum—I ain’t arguin’. 
Abner—Well, put down brooms 

then. 

Lum—tThere’s another thing— 


Abner—And some water 
buckets. 
Lum—Oh ... 


Abner—That reminds me, too 
(Continued on page 89) 





Unfair Practice Laws to 
Curb “Loss Leader” Sales 


ALBERT WOODRUFF GRAY 
Member, New York Bar 


LOSE on the heels of state 

fair trade laws and the Tyd- 
ings-Miller Act, came statutes that, 
in a way, supplement these resale 
price maintenance acts. Known 
as the Unfair Practice Acts, these 
laws forbid the sale of merchan- 
dise below cost except in instances 
of liquidation sales, damaged 
goods and some other unusual cir- 
cumstances. Their main objective 
is to curb “loss leader” selling. 

The penalties for the violation 
of these Unfair Practice Acts are, 
in most instances, fines varying 
from $100 to $1,000 and a maxi- 
mum imprisonment of six months. 
In South Carolina, however, the 
penalty is a fine of $2,000 to $5,- 
000 besides imprisgnment. 

The first Unfair Practice Act 
was passed in South Carolina in 
1902. This was followed by a 
similar law in California in 1935. 
In California after this law was 
passed, forbidding the sale of mer- 
chandise below cost, a little inde- 
pendent grocer in Los Angeles ad- 
vertised a brand of cereal and 
some salad dressing for sale at less 
than he had paid. Competition, 
apparently, was rather keen, for 
another retailer, in a store two 
miles away, asked the court to pro- 
hibit these sales at the below cost 
prices. The defense was that the 
sales had been advertised simply 
to stimulate trade and to meet the 
competition of the bigger stores 


that bought in larger lots and at 
correspondingly lower prices. 

Since the big stores bought at 
lower prices than the little inde- 
pendent dealer, these stores could 
undersell him and still be within 
the law since the cost price of the 
goods to the big stores was less 
than the price he had to pay. 

What may have influenced the 
decision of the court in this case; 
whether it was sympathy for this 
little fellow or whether it was the 
cold, impersonal logic of legal 
principles, is conjecture. The court, 
however, in this case, declared the 
law to be unconstitutional and 
void, since it took away the rights 
and property of the retailer with- 
out the due process of law de- 
manded by the Constitution. 

In the meanwhile, similar Un- 
fair Practice Acts were enacted by 
many other states. In Tennessee 
a statute practically the same as 
the one in California was held to 
be constitutional and valid. The 
final decision still remains to be 
rendered by the Supreme Court at 
Washington at some future time. 

Unfair Practice Acts are new. 
Their effect is still undetermined. 
This is not, however, the position 
of the Fair Trade Laws, where the 
principle of resale price control 
has been repeatedly before the 
courts and now is finally fully 
recognized by the Supreme Court. 
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Colorful Stock Attracts 


Women /o This Store 


Meyer Hardware of Omaha, Neb., increased 
sales by constantly changing displays, 


advertising and systematic arrangement 


le ewe patted] Tr 
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Shelving less than six feet in height makes it easy for women to 
shop here while frequent display changes supply constant variety. 


IKE many other hardware 
L stores, Meyer Hardware, 
2915 Leavenworth St., 
Omaha, Neb., found that it needed 
greater traffic, particularly women 
customers. And in order to attract 
more ladies Miss M. Meyer, who 
with her brother operates this 
neighborhood store, began some 
time ago to install more colorful 
merchandise to get a better share 
of the gift business in the neigh- 
borhood. The present attractive 
housewares department was _ in- 
stalled just before Christmas, 1937. 
Shelving units which formerly 
reached to the ceiling were re- 
placed with shelving which is less 
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than six feet high. The entire store 
was cleaned up and shelves were 
painted green and black. 

Says Miss Meyer, “We change 
our display constantly in order to 
feature items which are in demand 
during the different seasons. The 
neighborhood is changing and 
stock must be frequently changed 
to meet different demands, particu- 
larly since the store’s trading area 
includes high-class apartment 
houses as well as private homes 
and rooming houses. A _ wider 
variety of stock than we formerly 
handled must be offered to at- 
tract women and we find that 
we must keep our stock clean. 


“When a woman comes in for 
a bridge party prize I find out 
what she wants to pay and then 
show her merchandise in that price 
range. If a woman wants 25-cent 
items for bridge parties there is 
no use trying to sell dollar items 
to her, although showing her bet- 
ter quality and higher-priced lines 
in comparison with the quarter 
merchandise will often result in 
sales of the higher-priced merchan- 
dise. We watch competitor’s 
prices on the merchandise we han- 
dle and we are constantly check- 
ing department, chain and mail 
order stores and try to meet their 

(Continued on page 77) 
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ITH the development of 
modern insulating and 
heat - stopping materials 


over the last 15 years has come 
a confusion of terms and claims 
that leaves the home 


owner, builder and building man- 


average 


ager bewildered and asking. 
“What kind of insulation—storm 


sash, weatherstripping or wall and 
roof insulation—will do the most 
for my house?” 

Unfortunately. no general rules 
apply to all cases. To calculate 
exhaustively the heat losses from 
any one insulated building, esti- 
mating the cost of material and 
labor and the probable value of 
the fuel savings effected, will not 
solve the insulation problems of 
all houses. For everyone appre- 
ciates that a house in northern 
Minnesota has a far different in- 
sulation problem than one in 
Jacksonville, Fla. There may also 
be a considerable difference be- 
tween two houses on the same 
street, due to differences in ex- 
posure, construction and room 
arrangement. 

Nor can insulation’s benefits be 
fairly compared on a first cost 
and return basis, although the 
cost of any building product will 
naturally be a factor in its use. 
Obviously, a man who spends $15 
for a suit pays a heap sight tess 
than the man who spends $50, 
and still the cheaper suit may 
prove to be the poorer bargain. 

Insulation, besides reducing fuel 
costs in winter, however, is de- 
signed to improve comfort. Thus 
the first judge of 
should be 


insulation 


comfort. In winter. 
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n ANALYSIS of ‘Three 


Here is some valuable data which should 


help hardware dealers in selling more 


insulating material and weatherstripping 


oe 
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house 


insulation 


4” of mineral wool 





PERCENTAGE OF AREAS SUBJECT TO INSULATION 


1 Total area of walls and roof in an average 
. 


2 Percentage of wall and roof area subject to 


3 Percentage of window and door areas subject 
e to storm sash and storm door insulation 


Walls and roof offer 9 times as much insulating area as window and 
door openings in the average house. This accounts for the exceptional 
heat savings effected by an efficient wall and roof insulation such as 


100 % 


90 % 


10% 











Chart showing the percentage of areas in a building which are 
subject to insulation during the entire 12 months of the year. 


maximum comfort means maxi- 
mum protection against loss of 
heat. In summer, maximum com- 
fort means maximum protection 
against outdoor heat. These two 
objectives, then, winter and sum- 
mer comfort, provide a fair basis 
of comparison of all insulating 
and heat-stopping materials. 


The Three Types 


But of the three types of in- 
sulation — storm sash, weather- 
stripping and wall and roof in- 
only wall and roof in- 
sulation provides any summer 
protection. Let us then consider 
the winter protection that each 


sulation 


provides: 

In winter, a house will lose its 
heat in several ways: Through 
its openings, such as windows and 


doors, and through its walls, floor 
and roof. 

Weatherstripping, storm sash 
and double-glazing prevent loss of 
heat through openings, while in- 
sulation prevents heat loss through 
walls, floor and roof. Occasion- 
ally, both window and _ wall 
insulation are desirable, while at 
other times, only wall insulation 
is thermally practical. Following 
is a brief discussion of the rela- 
tive effectiveness of these different 
materials: 

Weatherstripping is a window 
seal. All windows leak cold air 
into a house around the sash 
and around the frame where it 
joins the wall. Weatherstripping 
will help seal the sash of the win- 
dow, and caulking will help seal 
the frame. 

The Guide of the American So- 
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By 
J. R. Von STERNBERG, 
R.A. 


ypes of House INSULATION 





WAYS IN WHICH HEAT [5 LOST FROM THE AVERAGE HOUSE 
AND HOW IT CAN BE SAVED 


KEY See Heat loss when uninsulated ae. Heat saving with insulation 


1 Walls and, 44.4 4 Inches of mineral wool stops 
s Roof 75% of this loss 








2 Window glass 26.6 Storm sash and storm doors stop 
s and Doors 60% of this loss 

House 20 8% Weatherstripping saves 30% to 
3. Crack LLL 70% of this loss, depending on 


the tightness of the window 


Fl 4 inches of mineral wool saves 
eee 75% of this loss 


NOTE Uninsulated heat losses are based on a survey of 450 typical houses by the American Gas Association 











This chart shows the ways in which heat can be lost from the 
house and the percentage which proper insulation will retain. 


duction may be as much as 50 
per cent of the infiltration. 

But when storm sash are ap- 
plied to average fitted windows. 
the Guide shows, very little re- 
duction in infiltration is secured. 

Windows in the average house. 
however, occupy only about 10 
per cent of the total wall area. 
Reducing this heat loss doves not 
reduce the substantial heat loss 
through the walls, floor and roof 
of the house. This loss, quite nat- 
urally, can be effectively reduced 
only by means of wall and roof 
insulation. 

It can be seen, then, that in 
order to estimate the relative ef- 
fectiveness of each of these types. 
it is necessary to know what share 


(Continued on page 85) 





ciety of Heating and Ventilating 


Engineers shows that poor win- PERCENTAGE OF TOTAL HEAT LOSS SAVED BY INSULATION 


dows, when weatherstripped, will 
admit about 10 per cent less cold 





air than well-fitted. or average. 1 Total heat loss from 


100% J 





: a average house 
windows not weatherstripped. 


Weatherstripping a_ tightly-fitted 
window will reduce its infiltration 
by about 30 per cent. 


side walls and roofs saves 


2 4 inches of mineral wool in 
33% 


insulations 
Good Heat-Stops 3 Storm sash and storm doors 1. 4 inches of ov age ee ae 
# save 16% 2. ¥4 inch rigid board U- 0.19 Btu 
Storm windows and_ double- + ee — 
INFILTRATION 


vlazed windows are also good 
heat-stops. The addition of an 
extra thickness of glass provided 
by storm sash, reduces the heat 
lost through the glass by about 60) 5 One half inch rigid board on 


Weatherstripping saves 6% to 
4 15%, depending on the tight- 
ness of the windows 


side walls and second floor 
ceiling saves 12% 


per cent. Storm sash, when ap- 
plied over poor, or loose-fitting 
windows, also provide some 
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HEAT TRANSMISSIONS’ | 





U= Coefficient of heat transmission 
for typical frame walls with these 


Based on wood double hung windows 
with 10 mi. /hr win 


1 window 21.4 cu. ft. per 
linear foot 

2. Average window with weather- 
stripping 15.5 cu 

3. Poor window 69.0 cu. ft 

4. Poor window with weatherstrip- 
ping 18.9 cu. ft 


* Based on the Guide A.S. H. V.E 

















weatherstripping action. When 


windows are very loose, this re- Showing the percentage of heat loss saved by insulation. 
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Built up displays of variety lines fill one window of the store. 
The other one features house cleaning needs and garden supplies. 


Sells Silk Stockings i” 


FFERING services and mer- 
6) chandise not usually found 

in hardware stores has 
helped a number of hardware deal- 
ers boost traffic and thus increase 
sales volume and profits. Baun 
Hardware, Edgewood, Pa., which 
is near Pittsburgh with its well 
stocked and larger stores, met the 
challenge of declining store traffic 
about four years ago by moving 
to new quarters and adding vari- 
ety lines, of particular interest to 
women shoppers. In addition to 
selling notions, stationery, silk 
stockings and certain women’s 
necessities sold chiefly in drug 
stores, the Baun store has another 
good traffic-puller in the form of a 
post office sub-station. 

Fast moving merchandise is fea- 
tured and the firm enjoys approxi- 
mately four turnovers a year on 
its entire stock. While the store’s 
highest priced individual item sells 
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Stationery, notions, dress patterns, 


and a post office sub-station also 


aid in attracting feminine patrons 


to the Baun Hardware, Edgewood, Pa. 


under $8.00, good quality lines are 
featured even in the notions de- 
partment with its numerous low 
priced items. 

The variety departments attract 
mostly women and children but 
the post office is a traffic building 
magnet for men, women and chil- 
dren. The sub-station is located 
in the rear of the store so all post 
office patrons have to pass displays 
of a wide variety of merchandise. 
Says Mr. Baun, “To get year 
’round traffic and attract more 





women to the store we added no- 
tions, paper napkins, etc., four 
years ago and have continued add- 
ing items to the variety section of 
the store ever since.” 

Lines chiefly of interest to wo- 
men are shown in the front half of 
the store, the rear section being 
largely devoted to men’s items. 
Early in January a line of silk 
stockings was put in stock, ranging 
in price from 69 to 99 cents a pair. 
This line was taken on at the re- 
quest of women in the neighbor- 
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hood served by the Baun store. 
That the ladies in the store’s trad- 
ing area really wanted to buy silk 
stockings at the store was proven 
by the fact that 100 pairs of stock- 
ings were sold in the first five 
weeks this line was offered. 

Women’s necessities are kept on 
the left hand side of the display 
room, since women visiting the 
store have a tendency to walk on 
that side when they are heading 
for the post office, whereas most 
men prefer to walk on the right 
hand side. The addition of vari- 
ety lines has definitely increased 
the number of women customers 
of the store. As to the men’s 
opinion of the variety department, 
Mr. Baun says, “Since we added 
variety lines I do not think more 
than two men have made slighting 
remarks about the change.” 

Mr. Baun also says of the vari- 
ety departments, “Women coming 
into the store to buy thread, dress 





patterns and other notion depart- 
ment items will sometimes buy 
housefurnishings and sometimes 
an item such as a hammer which 
they think will be handy around 
the house. Although we operate 
a cash business we will extend 
credit for a few days to accommo- 
date customers who come to the 
store without any money.” 
Carrying the variety idea even 
further the store handles short sea- 
son items for days such as Valen- 
tine’s Day and Easter. Last Febru- 
ary a special valentine card win- 
dow was installed shortly before 
that day. Approximately 5000 
valentines were sold, at prices 
ranging from one cent to 25 cents. 
“People flocked to the store to buy 
valentines and many of them 
bought other merchandise,” says 
Mr. Baun. “On February 13, 225 
customers came in just to buy 
valentines and a number of them 
bought hardware or variety lines.” 


a Hardware Store 


Although every available inch of display space is used, the store 
is neatly arranged. Built up displays are used wherever possible. 
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Women. 


MAKE 


65 Per Cent 
of All Retail Purchases 


Just before Easter the Baun 
store displays live chicks and duck- 
lings in one of its windows, to- 
gether with feed and other related 
lines. Last Easter a stock of 100 
chicks and 35 ducklings was put 
in one of the windows and the en- 
tire lot was sold—ducklings at 25 
cents and chicks at 15 to 25 cents 
each. “We have used this idea 
for four years,” says Mr. Baun, 
“and it helps build traffic for us. 
While we are putting the chicks 
or ducklings in boxes people wan- 
der around the store and see other 
merchandise they want to buy.” 
Other seasonal lines are good 
movers too, as for example grass 
seed, the store selling 2200 lbs. 
last year. 


Orders by Phone 


The Baun store will deliver any- 
thing a person phones for although 
customers are politely informed 
that deliveries of real small pur- 
chases are very costly. This policy 
builds good will and encourages 
customers to come in for other 
lines, according to Mr. Baun. Ex- 
cepting for the tool, paint and sta- 
tionery stocks most of the stock is 
constantly shifted to pull traffic 
through the entire store. 

Mr. and Mrs. Baun are assisted 
by a young woman. Since the 
store is but 21 by 45 ft. in size, 
display space is at a premium and 
unrelated lines are shown in close 
proximity in many instances. The 
store’s trading area has a popula- 
tion of about 3500 people. 
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Replacemen 
arting May 15, 1939. there 
omen paneer maintained by 


After May 15. 1939 
the following tools: 





either direct or throu: 


Get a “se 
to the nearest office 
factory of the maker. 


Jo AL Hand. Jool VUsers 


t and Repair Service b 
will be available 
the manufacturers. 

a aaeaieinmmesitieenaae 
no replacements will be made 


made by 
Such Tool Adjustments as io guarantees will be made by 
estes we gh the Manufacturers Central Adjustment Service. 


HOW TO GET TOOL SERVICE 


tal card” from your jobber 
rvice pos of the Manufacturers 
whichever is nearer. 


the Manufacturers 
to ail tool users a replacement and 








by jobbers or dealers on any of 





TENSION OR TORQUE WRENCHES 
TAPPET WRENCHES 

PLIERS, SCREW DRIVERS 
PUNCHES AND CHISELS 













send the tool 
or dealer. fill it out and ase 





Central Adjustment Service. 










|. H. WILLIAMS & CO. 
THE WRIGHT TOOL & FORGE CO. 





Counter cards sent to hardware jobbers 
and dealers stating replacement policy. 


N and after May 15, replace- 
QO ments of certain small hand 

tools will be made only at 
the factory. These tools are: 

\ll ratchet handles, 

All hinged offset handles, 

All hinged speeder handles, 

All universal sockets and joints. 

Tension or torque wrenches. 

Tappet wrenches, 

Pliers, screw drivers, 

Punches and chisels. 

For many years, there has been 
growing a tendency upon the part 
of some mechanics and other users 
of small hand tools to expect them 
to withstand long and severe usage 
and almost any kind of abuse. 
Like anything else, the life and 
the service a tool renders depends 
upon how much and how carefully 
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it is used. If a tool is used prop- 
erly and cared for properly, it will 
deliver satisfactory results. If it 
is used improperly, or if it is 
abused, it is bound to fail. 

When a tool is made, it is thor- 
oughly inspected before it leaves 
the factory. When it is sold, it is 
with the belief that it is free of 
defects in materials and workman- 
ship. But, sometimes defects slip 
by the inspector—which is a 
natural thing to happen—and the 
manufacturer is more than willing 
to replace such a tool, when it 
fails. In fact, the reputable manu- 
facturer is more anxious than the 
user, because the reputation of his 
product is at stake. 

When, however, a user inten- 
tionally. or unintentionally, abuses 





New program designed 
to check the growing 
abuse of making un- 
warranted replace- 
ments of tools and 
should save money 

for the hardware 
wholesalers and 

the dealers 


a tool, it is hardly fair to expect 
the manufacturer to replace it. 
(nd this is exactly what has been 
going on. Jobbers and dealers 
have been asked to make replace- 
ments which they knew in many 
instances were unjustified, but 
which, because of competition. 
they were forced to make. What 
one manufacturer allowed his job- 
bers and dealers to do, another 
manufacturer had to follow. Job- 
bers and dealers did not have the 
backing from their sources of sup- 
ply to face down these unwar- 
ranted demands for new tools. 


Should Be Stopped 


Jobbers and dealers themselves. 
as well as the manufacturers, have 
come to the realization that this 
practice should be stopped. It had 
to be stopped. If it continued, it 
would cut still further into the 
sales of the jobbers and dealers. 
who instead of selling a new tool. 
were, by repeated replacements. 
keeping an old one alive for as 
long sometimes as 20 years. If 
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INDUSTRY Group Adopts 


New Replacement Policy 





i Oo ENCLOSE with your 
17 age, but do not 

write on this stub. 
WRITE THIS NUMBER on outside of your package 




































A 1 ' Postal Card 


Date purchased (New) Price paid 
Type of Tool Tool No 
Tool made by 


(Name of Manulsciore:) 
Purchased from 

















Dealer or Jobber) — 
Cause of failure 
~~ ~“( Be Explicit) a 
Name of Sender 
Address _ 
a —e 
7 
. = __ State 


If found to be not replaceable or repairable,— 


Return collect ( or throw away ( 





Qheck one 
KEEP THIS STUB 
A 1 ~ and use number for 
( reference in all cor- 
respondence. 


INSTRUCTIONS FOR MAILING TOOLS 
FOR REPLACEMENT 
1—You will note that this card is made up of a 
postal card to which are attached two stubs, one 
a KEEP™ and the other marked 
2—Fill out with pen and ink, the information te 
quested on the back of the postal card above 
writing as plainly as possible j 
3—Be sure to write the name of the manufac- 
turer in the proper space on the postal card. 
-To save you mailing expense, address the postal 
card and package to any of the following points 
most convenient to you 
eet 
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Central Ad; Servi 
122 North Main Street, Sc. Louis, Mo. 
Manuf. 
Central Adj Service 
153 Kearney Street, San Francisco, Calif. 
Manuf, Central Adj Service, 
21st and Arch Streets, Philadelphia, Pa. 
Or factory direct, if more convenient, 
Please note that a stamp sho: 
postal card. 5 teindoeins 
—Detach the two stubs from th I car 
stamp on postal card and ae =e 
—Wrap up your tool t h h th 
uP | together with b 
marked ENCLOSE” and send by parcel poet 
cs we one ne which your postal card 
nas been directe epeat stub numbe: 
r — of package, before mailing. rs 
—The stub marked “KEEP™ should t 
‘dedhene & — Cocca hould be retained 











>» 


., If the tool is found to be repl. o 

able under the guarantee, it fos poy tnd 

pg fo you promptly postpaid If the tool is 

“gh pind to be defective but is subject to repair, 

A — be factory reconditioned” and returned at 

* primum charge. Otherwise, it will be disposed 
as you have directed on the postal card 








the factory were permitted to pass 
on replacements before they were 
made, concluded both jobbers and 
dealers, the abuse would be largely 
corrected. In fact, only those tools 
which were actually defective 
would be replaced and all others 
would be refused. © And—this 
would mean more tool sales to 
jobbers and dealers. All of this 
disregards completely the obvious 
reduction in headaches, correspon- 
dence, bookkeeping, etc., which 
have been the jobbers’ and dealers’ 
lot whenever they have made a 
replacement in the past. 


Policy Adopted 


Therefore. the policy stated in 
the first paragraph has _ been 
adopted by the following manu- 
facturers: 

Blackhawk Mfg. Co., Milwaukee. 
Wis.; Bonney Forge & Tool 
Works, Allentown, Pa.; Bog Mfg. 
Co.. Chicago; Champion DeAr- 
ment Tool Co., Meadville, Pa.: 
Duro Metal Products Co., Chi- 
cago: Forged Steel Products Co.. 
Newport, Pa.; Herbrand Corp.. 
Fremont. Ohio; Kraeuter & Co.. 
Inc.. Newark, N. J.; New Britain 
Machine Co., New Britain, Conn.; 
Owatonna Tool Co., Owatonna, 


Minn.: Plomb Tool Co., Los An- 
geles, Cal.; The Sherman-Klove 
Co., Chicago; Snap-On Tools, Inc.. 
Kenosha. Wis.: J. H. Williams & 


Return cards sent jobbers 
and dealers. These are io 
be mailed at the same time 
at which the tool itself 
is mailed for replacement. 


Co., Buffalo, N. Y., and The 
Wright Tool & Forge Co., Barber- 
ton. Ohio. 


Cards Distributed 
About May 1, jobbers and deal- 


ers received from their sources 
of supply a sample of a return 
postal card which will be mailed 
by the person returning the tool. 
directly to the factory, or to one 
of three offices of the Manufac- 
turers Central Adjustment Ser- 
vice, at the same time the tool is 
mailed for replacement. The postal 
card will carry such pertinent data 
as the date the tool was bought. 
from whom, make of tool, type of 
tool, cause of failure, etc. Jobbers 
and dealers also received a sam- 
ple of a counter card for display. 
This counter card carries the 
names of all the participating 
manufacturers and outlines the 
newly adopted replacement policy. 
It also instructs the user of the 
tool wishing a replacement to se- 
cure a card from his dealer, fill it 
out, and mail it to one of the three 
offices or to the factory direct. 


Program Effective 


Between May | and May 15, the 
jobbers and dealers were asked to 
advise the executive offices of the 
Manufacturers’ Central Adjust- 
ment Service in New York of the 
number of each of these cards they 
need, for their own use, their sales- 
men and their customers, which 
cards will be supplied to them free 
of charge. On Mav 15 the pro- 
gram became effective and is ex- 
pected to be highly beneficial to 
all parties involved. 


























































Winner 


Above—This window of the Idaho 
Hardware & Plumbing Supply 
Company, Ltd., Boise, Idaho, was 
declared winner of the contest. 











Below—This window of Alexander 
Grant’s Sons, Syracuse, N. Y., was 
awarded second prize honors. 





retail hardware stores. 
tained for two weeks. 
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Second 


This contest, sponsored by The Stanley Works of 
New Britain, Conn., and announced in the January 
26 issue of Hardware Age, was for the purpose of 
encouraging the display of builders’ hardware in 
Displays had to be main- 
Contest closed April 15. 





REET 











‘ond 


is of 


uary 
ie of 
e in 
lain- 
. 36. 





® 


Fourth 


Only 50 per cent of Stanley items were required 
in each competing window but all of 
had to include the five-piece win- 
material and window sticker which 
was furnished by Stanley to all entrants. 
for the window display contest 


to be shown 
the displays 
dow display 
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1939 


totaled $300. 


y 7 2 V4 y, L ye Above—The Perth Amboy atone 
adand indow Contest simian ter 5 


this window display. 


Below—The winner of the fourth 
prize was Murta, Appleton & Co., 
of Philadelphia, Pa. 
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By M. REA PauL* 
Research Laboratories 
National Lead Co., 
Brooklyn, N. Y. 


Here is an idea which 

should build business 

for the hardware deal- 

er. It gives dealers 
Cc 

a selling stimulus and 

furnishes home-owner's 


with a desire to buy 


URING the past year, the 
D painting contractor has 

heard various references 
io “Styling With Paint”, and many 
have perhaps wondered just what 
“Styling With Paint” really means; 
how information is obtained re- 
garding it; how that information 
is disseminated; how it can be 
used by the painter; and what ad- 
vantages styling holds for him. 
My purpose is to attempt to pro- 
vide an answer for those several 
questions. 

To begin with, “Styling With 
Paint” was conceived, and is be- 
ing promoted, for the primary 
purpose of creating more paint 
jobs throughout the country. Based 
on the best information obtain- 
able, it has been calculated that if 
all of the paintable surfaces in the 
homes throughout the country 


*An address before the New Eng- 
land Hardware Dealers Ass’n, Boston, 
Mass., March 2, 1939. 


were spread in the form of one 
large paint film, the area occupied 
by it would be sufficient to cover 
two and one-third times the State 
of Massachusetts. This serves to 
illustrate diagrammatically the 
magnitude of the area upon which 
paint may be applied, without the 
consideration of the many in- 
dustrial and other structures where 
paint is employed. 

Now having determined the ex- 
tent of area possible to paint, let 
us give consideration to the rea- 
sons why paint jobs are bought. 
Is it because the owners must find 
some way of spending their 
money? No, since there are many 
other more attractive outlets than 
painting. Is it because the house 
is badly in need of repair and 
steps must be taken to preserve 
the materials of which it is con- 
structed? Possibly, but if con- 
sidered as a_ preservative only. 
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Table I. Simple Rules for Styling Certain Exteriors 
- 
aa 
Part of 
House Colonial Small Cottage | Large Cottage English French Spanish Modern 
Roof medium to bright medium , dark dark aa Ge -eeees ~ 
dark colors to dark colors 
Body light in light in light in light in light to light in light in 
color color color color medium color color 
Trim same as lighter or lighter darker than | same as darker same or 
body color darker than | than body body color body color than body darker than 
body color color color body color 
Sash same as same as same as different same as same or same as 
body color body color body color from body body color different body color 
color from body 
color 
Door same as same as same as different same as same as same as 
body color body color body color from body body color body color body color 
color 
Shutters one floor different ee OR terion one floor a eee 
same as from body from body same as from body 
body—one color color body—one color 
different different 
This table is a ready reference of tone combinations for house exteriors. 
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More Paint Sales 





Table Il. Simple Rules for Styling Certain Interiors 





Room 


Walls 


Ceilings 


Trim 





Living Rooms 


single color— 
one wall different in 


dark as wall— 
different in color 


darker than wall— 
different in color 








color 


one wall different in 


color 
Halls single color same or darker than same as wall ar 
wall— darker in color 
different in color 
Bedrooms single color— lighter than wall— lighter or same as 


different in color 


wall color 





Kitchens and 
Breakfast Rooms 


single color 


different in color 


lighter than wall— 


lighter tint of wall 
color 





Bathrooms 








single color to 
harmonize with tile 





different in color 


lighter than wall— 


match tile trim 











While this one represents first aid for interior color harmony. 


all paint jobs would be in dark, 
durable colors. Is it because of 
failure on the part of the house 
to continue a good appearance in 
keeping with the neighboring 
homes, plus the entirely human 
desire of the owner to be in step 
with the times? The answer here 
is entirely in the affirmative. 


Style Consciousness 


It must be kept in mind that 
most people are style-conscious. 
That is particularly true in this 
country where radio, motion pic- 
ture, newspaper, and national ad- 
vertising present news of the day 
to all parts of the country simul- 
taneously, so that millions are ap- 
prised of what is transpiring and 
are having their thoughts directed 
all along the same line. Thus, style 
appeal reaches each individual 
with telling force. We know that 
people cannot change their houses 
every year, but they can, by re- 
styling with paint, create the il- 
lusion of newness. Keep the house 
in style by paint. 

Every year our paint industry 
is spending many millions of dol- 
lars for the purpose of acquaint- 
ing the home-owner with the ad- 
vantages of painting. This is 
accomplished separately by the 
different manufacturers, and also 
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cooperatively, as in the case of 
the “Save the Surface” movement. 
In 1937, a foundation was laid 
for the new cooperative effort 
known as “Styling With Paint.” 
It approaches the home-owner 
from the standpoint of improved 
appearance, in which he is essen- 
tially interested. For the painting 
contractor, this opens a wonderful 
opportunity for increased business. 
The home-owner thinks in terms 
of continued good appearance of 


© 


Interior Style Trends 


Plain one-tone walls 
are most popular. 


One or two walls can 
be in a color different 
from the _ remaining 
walls. 


Panels should be paint- 
ed to match the stile 
color. 


Dado is increasing in 
popularity. 

Border spot stencils 
are increasing in use. 


All-over patterns are 
occasionally used. 


Vertical 
popular. 


stripes are 


Horizontal stripes are 
next in popularity. 


his property. His objective is to 
buy good appearance for the 
greatest length of time at the 
lowest cost. The paint that will 
preserve the initial appearance 
over the greatest length of time, 
and be in condition for renewal of 
the effect with the minimum of 
surface preparation, is the ma- 
terial that will prove most eco- 
nomical for use. 


Effect Essential 


Strange as it may appear, the 
liquid known as paint is one of 
the mgst useless commodities in 
the world. It represents the best 
efforts of engineering skill in 
formulation, and is produced 
under carefully controlled condi- 
tions developed to high efficiency 
through modern machinery. Never- 
theless, this liquid known as paint 
is entirely worthless until it is 
passed through the hands of the 
painting contractor and, under his 
brush, has been made an integral 
part of a solid structure. Then its 
usefulness begins. It is then that 
the home-owner commences to 
appreciate its merits. In the can, it 
merely represents a means for 
securing an effect. 

Let us draw a picture. On one 
side we have the manufacturer of 
paint striving for the develop- 

(Continned on page 76) 
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WHEELED GooDS 
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ITH the closing of 
schools, outdoor goods of 
special interest to chil- 


dren should have special promo- 
tion in the store’s windows’ in- 
terior displays, and advertising. 


ML 


Gj Sei Reads 


3 —s FOR THE 
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ltems of interest to small tots and 
high school students alike, such as 
are shown in the window display 
on this page, will provide and 
stimulate many sales at this time. 

Beach or lawn chairs and other 





Beach and Wheeled Goods Display 


Merchandise: 


Bicycles, velocipedes, wagons, sand toys, sand 


pails, small toy shovels, wheelbarrows, scooters, kiddie cars, rubber 
balls, beach chairs of several types, croquet sets, small games and 


other toys for children. 


Background: Light blue corrugated board to cover regular low 


window background with wave motif on top in dark blue. 
umbrella is used as a center piece. 


Suggested Mass Displays: 


Beach 


platforms—beach chairs and 


bicycles. For tables—sand toys and games. 





AX ia D 





FOR ALL TO ENJOY 





h Outdoor Goods and 


outdoor furniture have also been 
featured in this window and em- 
phasis in the display should be 
given to whichever line is most im- 
portant to the store. The floor of 
the window should be a combina- 
tion of grass mats and _ white 
beach sand. Small sand toys are 
displayed in this section together 
with other items for the beach. 
Cut out letters of corrugated 
board are used on the background 
and center sign. If beach um- 
brellas are not carried the idea 
can be reproduced from several 
colors of corrugated board. 
Prominent platform displays 
should be given beach chairs in 
the store. Merchants in many 
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md Summer Housewares Now / 


been communities will also find an en- Two step units from the Harp- item is featured in the window 
em- tire table devoted to small games WARE AGE interchangeable dis- foreground and mass_ displays 
d be and toys most productive at this play fixtures permit building up should be arranged on tables in 
t im- lime of year. the display in the back of the the store. Other houseware items 
or of " : window. such as are listed here should also 


Warmer weather often brings 





bina- many changes in the kitchen of the Since oil stove wicks must be be featured in mass displays at 
vhite home. Families move to summer _"CPlaced from time to time, this this time. 
; are ° cf by 
shee camps or beaches and this means 
' additional kitchen equipment 
ated usually of a temporary nature. A ; 
und suggested display of summer Summer Housewares Display 
um- housewares is shown on this page Merchandise: Feature popular priced oil stove, oil stove ovens, 
‘ we 3 h iat and wicks of all kinds, electric ovens or roasters, aluminum double 
idea with summer camp housewares boilers, tea kettles, sauce pan sets, percolators, stew kettles, skillets, 
eral featured. Popular-priced oil stoves also same items in enamelware. 

and ovens should have the spot- Background: Panels on each side of stove light green corrugated 
lays light. Around this center unit board with dark green cut out letters. Low window background 
i ili “t es ‘Se should be covered with dark green corrugated board. 
3 opular selling items in aluminum , . ‘ , 
any P P d 8 h Suggested Mass Displays for Tables: Oil stove wicks, aluminum 
ee ware and enamelware are shown. sauce pan set or aluminum skillet, enamelware double boiler. 
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Now/!... 


a heater you 


in SUMMER! 


Because your customers can use the new Duo-Therm 
“Power-Air’’* heater all summer long! 








No other like it! Built into this year’s Duo-Therm is the greatest summer selling story any heater 
ever had! A sales story that makes the hot months really hot!/—the story of Power- Air! And here it is: 





$ 
a 
a 
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PLENTY OF HEAT IN WINTER! | 


ot ~~ 

















1. Hot Days — Plug it in—and Duo-Therm’s 
amazing new Power-Air pours out a brisk, re- 
freshing, 27-mile-an-hour breeze! Up, down, 
right, left —anywhere you direct it. Will that 
sell heaters in summer? Brother—-it sold At- 
lantic City to a whole sweltering world! 


2. Zero Days — Power-Air will flood a home 
with extra heat! Drives heat into other rooms, 
into hard-to-heat corners. Prevents heat from 
“‘loafing”’ on the ceiling, forces it down—gives 
warmer floors. Extra comfort—and actually 
saves at least 5% in fuel costs! 


But...“‘You ain’t heard nothing, yet!” 


On top of the greatest ‘“‘buy now”’ story a 
heater prospect ever heard, Duo-Therm 
piles this one: 


Pay 101 Down—No More Until October! 
Duo-Therm’s finance plan enables your 
prospect to get a Duo-Therm now—or 
anytime during the summer—for a down- 
payment no bigger than the price of an 
electric fan! He can enjoy its cooling com- 
fort all summer—and he needn’t turn in 
another dime until it’s time to turn on 
the heat! . . . Even the tough ones will 
soften when you pour that on ’em! 


And — What a Heating Story! 
When icicles begin peeking in your win- 
dows—and people are willing to spend 
cold cash for ample heat—Duo-Therm 
gives you a better-heat story that licks 
the other fellow like a champ licks a set- 
up! More even heat—from floor to ceil- 
ing! Better distribution of heat—to 
every part of the house! And more eco- 
nomical heat! 

Duo-Therm’s powerful blower gives 
you the same positive forced heat as a 
modern basement furnace! Look at the 
diagram at right! 


*Patent applied for 


New “‘Year-Round’’ 


DUO-THERM 


Fuel Oil Circulating Heaters 


IN WINTER, DUO-THERM GIVES 
FLOOR-TO-CEILING COMFORT 





COMPARE THESE RESULTS: 


ee 


TOO HOT HERE 








WARM HERE 





é COLD WERE — 6 2° 








Ordinary heaters send heat up — where 
it “‘loafs’’ on the ceiling. Result: floors 
are drafty, chilly. Ceilings are hot 
the chart and temperature differ- 
ence! (Tests made in a standard home.) 


note 














WARM HERE — 2° 
be== rates 
<2 PGE Ps. 
a WARM HERE = 70° 


Duo-Therm’s new Power-Air forces ceil- 
ing-heat to ‘“‘move on’’—forces it down 

puts it to work on your floors! Note 
these actual test figures! Do not con- 
fuse with fans used on ordinary heaters. 














Come On— Ride Up Front! 


The fact that Duo-Therm outsold any 
other space heater almost two to one 
last year is history. That Duo-Therm will 
better that record this year is a prediction. 

Add up what Duo-Therm offers you and 
you'll say it’s a modest prediction. 


DUO-THERM offers you Power-Air—and 
that means ‘‘meat on the table’’ right 
now! It means months of added business... 


DUO-THERM offers you the “tops” in sales 
clinchers with its new finance plan. . . 


DUO-THERM offers you more advertising 
and sales help—over 38,000,000 ads are 
starting out to sell Duo-Therms right 
now... 
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eaters. 
And DUO-THERM offers you a heater witha 
list of selling features that simply can’t be 
i matched by anyone! 
‘ont! 1. Power-Air! Gives year-round comfort. . 
2. Radiant door! Gives extra heat! POWER-AIR DRIES HAIR!— DRIES CLOTHING, TOO !— 
old any 3. Bias-Baffle Burner! Invented, and pat- The woman who has just Wet shoes, clothing, laun- 
» to one ented by Duo-Therm. More heat from washed her hair can dry it dry can be dried in a jiffy 
erm will every drop of oil. quickly and easily with —winter or summer—with 
ediction. 4. Waste-stopper! Keeps heat from rushing Duo-Therm’s Power-Air. i} Duo-Therm’s Power-Air. 
you and up the chimney. That’s an extra sales And that’s a swell sales 
5. Co-ordinated controls. Insure perfect ountane’ ' cater 
a. combustion. 
. 6. Front dial control! Handy and visible. 
a — one 7. Battleship construction! Precision- 
4 right built for extra rigidity. m—————— TEAR OUT AND MAIL—NOW! ---—--—" 77 
iness... ony: 4 , : 
signs te Gs Gangen Flock cnsene! finch. | DUO-THERM DIVISION, MOTOR WHEEL CORPORATION | 
in sales 9. Safe! Listed as standard by the Under- | LANSING, MICHIGAN Dept. WA-86 | 
rad Laboratories. | Send meall the factsaboutthe Name | 
uo-Therm offers you a chance to get the . 
vertising heater business long before the other fellows | esate oe wom ses Street | 
can get started! See your Duo-Therm dis- chise—I don’t want to drift in 4 
ads are th : ¥ | City State | 
tributor—or write, wire, or phone us. the doldrums all summer, 7 
s right P. S.—See the Duo-Therm display at the Furniture | want to sell heaters! Distributor —_—______—_ | 
Mert, Chlenge, Mineis. Space 509-8, deme 5-7. bcs ccs cee ces wee eres ce we sw ew ee 
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June 1, 1939 


ADVANCES 


Tarred and Asphalt Felts. 


Butts, Hinges. 


Shelf Brackets. 


Screen and Garage Hardware. 


DECLINES 


Sheet and Strip Steel. 
Carbon and Alloy Steel. 


PRICES REAFFIRMED 
Hot Rolled Rods, Wire. 


Steel Prices—Current _ base 
prices have been reafirmed on hot 
rolled rods and wire for the third 
quarter of 1939, the only change 
being the elimination of quantity 
deductions on sheets, hot rolled strip 
and carbon steel bars, to take effect 
immediately. Because of the elimi- 
nation of these deductions base 
prices will be reduced $3 per ton 
on hot and cold rolled sheets and 
hot rolled strip and $2 per ton on 
hot rolled carbon and alloy steel 
bars. Net prices were lowered only 
on orders for 75 tons and less, since 
such reductions had applied to 
larger tonnages up to this time. Simi- 
lar changes were made on _ cold 
rolled strip, cold finished and alloy 
cold rolled bars, cold rolled spring 
steel and long ternes. No changes 
were made in galvanized sheets, 
tubular goods (pipe) or on wire 


and wire products, nor on tin plate. 


* * * 


Tarred and Asphalt Felts- 
Recovery has started from the price 
drop reported late in April. The 
standard weights of tarred and as- 
phalt felts. used for built-up roofing 
and for waterproofing. have been 
marked up approximately six to 10 
per cent, effective June 1. 14 Ib. 
tarred felt, for example, quoted 
March 15 at $1.40 per roll of 432 
square feet, dropped on April 25 to 
$1.32, and has now recovered again 
to $1.40. Quotations on roofers’ 
tar, and on asphalt and _ roofing 
pitch have remained unchanged 
through the past sixty-day period. 
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Poultry Netting—Netting quo- 
tations all season have remained at 
a very low level. Sales volume from 
most quarters is reported at least 
equal to that of the 1938 season, but 
the spread of expert poultry and 
egg production throughout more 
farm areas seems to have influenced 
a trend of demand toward better net- 
ting. Galvanized after netting. and 
the finer 1 inch meshes have made 
better increases than galvanized be- 
fore, or the 2 inch meshes. This 
season there has been much call 
both among poultry raisers and from 
fur farm districts for heavier gauge 
netting, of 14 to 18 gauge. also for 
the galvanized square mesh and ob- 
long mesh welded fabrics. 

* * 


Butts and Hinges—Effective 
May 15, new higher jobbing prices, 
figured net, were put out by leading 
manufacturers. The average mark- 
up on staple selling butts and hinges 
was 5 per cent. and there were in- 
creases as well on shelf brackets and 
on screen and garage hardware. 

* * * 


Favorable Showings—-A _bet- 
ter than usual demand for the month 
has been noted in tools, builders’ 
hardware, paints and plumbing sup- 
plies—all of these divisions undoubt- 
edly being stimulated by the fine 
activity this spring in residential 
construction and repair work. The 
many district “clean-up and _ paint- 
up” campaigns contributed largely 
also to store volume in these major 
departments. Farm and_ garden 


tools probably will not fully re- 
cover losses due to the late start 
in many sections, but recent weeks 
have seen normal activity or better. 
An unexpectedly favorable showing 
is reported by some jobbers in the 
demand for sports supplies—these 
having overcome the handicap of 
much unseasonable weather, to sur- 
pass last year’s sales to date. 
* *% * 

Lawn Mowers-Garden Hose 
After a late start, sales volume of 
mowers, except in the drought areas. 
is generally reported well ahead of 
last year. Manufacturers of the 
competitively priced machines have 
had difficulty in shipping replace- 
ments as promptly as desired, and 
it seems that stocks will end the sea- 
son with little or no carryover. 
Power lawn mowers are increasingly 
popular, with prices each season 
becoming lowered, due to lighter 
and more compact construction, with 
no sacrifice of utility. Hedge trim- 
mers, grass shears and dandelion 
tools have been steady in price and 
have shown a better profit return to 
all sellers than in some recent sea- 
sons. Sales volume has been about 
normal. Where dry weather has 
prevailed, in the west-central states. 
there has been a special impetus of 
demand for garden hose and sprin- 
klers. Jobbers have been cautioned 
of possible shortage of popular 
grades and sizes of hose for late re- 
fill orders. 

* * * 

Plumbing Supplies — New 
building and remodeling work have 
brought a lively call for plumbing 
enamelware (bath tubs, lavatories. 
sinks, ete.). with leading jobbers 
reporting sales at least 15 per cent 
ahead of a year ago. Similar news 
comes regarding plumbing brass 
goods, the industry’s latest totals 
(for March) reported to the De- 
partment of Commerce reaching 1.- 
728.000 pieces, compared with ship- 
ments of 1,360,000 pieces in March, 
1938. For the first quarter, 1939 
shipments were approximately 35 
per cent ahead of the same 1938 
period. Steel pipe and fittings show 
no indications of price change, and 
here, too, the volume of orders is 
substantially better than last spring. 
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Air-Conditioning—The 
ing of hot weather brings always a 
reminder of the advantages of air- 
conditioning. Each season, the in- 
stallation of cooling systems gains 


com- 


progressively in stores and_ public 
buildings in all leading towns. Air- 
cooling and conditioning in the resi- 
dential field has barely made a start, 
but offers an enticing prospect for 
hardware stores with well-equipped 
heating and plumbing departments 
which can supervise installations. 
Very popular are the room-size con- 
ditioners. which take up less space 
than the average heater or radiator. 
For many homes which have been 
equipped with furnace for hot-air 
heating. it will be found that a rela- 
tively simple and inexpensive altera- 
tion of the heating system will pro- 
vide cooling of the air for summer. 


Oil Burners—-The  Depart- 
ment of Commerce reports that new 
orders for residence and store oil 
burners during March totaled 22.018 
units, compared with only 9,377 in 
March, 1938. During the first three 
months of this year, new orders and 
shipments were exactly 
double those of the first quarter of 


1938. 


almost 


* * *% 
Electric Water Systems—The 
Electric Water Systems Council has 


announced that there has been a 20 
per cent increase in the sale of elec- 
tric water systems over 1938. 


%* *% 


Washer 
Household 
April continued their advance over 
1938, aggregating 116.199, or 22.11 
per cent more than the total, 95,158. 
reported for the same month a year 
ago, according to announcement by 
J. R. Bohnen. executive secretary- 
treasurer, American Washer and 
Ironer Manufacturers’ Association. 
It was the sixth consecutive month 
showing an increase above the same 
period a year before. April ironer 
shipments totaled 9,047, compared 
to 7,111 a year ago, an increase of 
27.23 per cent. Ironers shipped in 
the four months were 36,878, com- 
pared to 37.628 in the same period 
of 1938. The industry had its usual 
seasonal drop from March washer- 
ironer figures of 152.725 and 11.607 
respectively. For the first four 
months of this year, washer ship- 
ments aggregated 508.718. compared 
to 379,528 in the same period of 
1938. an advance of 34.04 per cent. 


Gain 
shipments — in 


Shipments 
washer 


* * *% 


Vacuum Cleaner Gains 
Electrical vacuum cleaner sales re- 
ported by the industry for April 


totaled 125,026. compared to 120.925 


Wholesale Hardware Sales and Collections 
on Accounts Receivable 








For First 3 Months of 1939 


3 Mos. 1939 Percent- 





Firms age Change from Thousands of Dollars 

Reporting 3 Mos. 3 Mos. 3 Mos. 

Regions* Sales 1938 1939 1938 

New England 20 +18.5 1,230 1,038 
Middle Atlantic 118 + 2.9 11,511 11,183 
East North Central 67 +- 6.7 14,335 13,432 
West North Central 44 + 6.3 11,115 10,456 
South Atlantic 55 + 6.9 6,484 6,066 
East South Central 30 + 5.0 7,623 7,258 
West South Central 20 TiZs 6,352 5,644 
Mountain 14 + 3.2 2,559 2,480 
Pacific 46 + 6.7 12,579 11,794 
United States, Total 414 + 64 73,788 69,351 








(Compiled by the U. S. Department of Commerce, in cooperation with the 
National Association of Credit Men.) 

*Data are collected by the Bureau of the Census and include late reports not in- 
cluded by that bureau in its release of April 29, 1939. 
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in the same month of 1938, C. G. 
Frantz, secretary, of the Vacuum 
Cleaner Manufacturers’ Association, 
has announced. With the single ex- 
ception of January, it was the sixth 
consecutive month showing an_ in- 
crease above the same period a yea 
before. January-April sales totaled 
192.202 cleaners, compared to 493.- 
723 in the same period of 1938. 
* * * 

Farm Implements, Etc.—Sales 
of International Harvester Co. fell 
17.3 per cent in the six months ended 
April 1. compared with those in the 
same period last year. Domestic 
sales declined 18% per cent and 
foreign sales 14 per cent in the 
period. Foreign business represented 
about 28 per cent of total volume to 
date, against 27 per cent in the pre- 
ceding period. There has been some 
narrowing of the sales decline in 
recent months, and April domestic 
volume was about on a level with 
that of April, 1938. Physical vol- 
ume is doing somewhat better than 
dollar sales indicate, as farm imple- 
ment prices average 4 per cent lower 
than a year ago. 

% * * 


Steel Production Increase 
As a result of the settlement of the 
coal situation and the heavy book- 
ings of sheets and strip at the new 
reduced prices, steel operations have 
gained’ in some districts, bringing 
the rate for the industry as a whole 
to 48 per cent, a gain of two and a 
half points over the previous week 
reports The Iron Age in its May 25 
issue. While the freer supply of coal 
has been the main influence in higher 
operations this week, the receipt 
against sheet and strip commitments 
has played a part and will be in- 
creasingly important in sustaining or 
increasing the rate of steel produc- 
tion during the next few months. 

* * * 

Store Inventories—Hardware 
stores reported inventories at the 
end of 1938 about 4 per cent under 
those on hand the end of 1937, ac- 
cording to preliminary estimates of 
the Marketing Research Division, 
Bureau of Foreign and Domestic 
Commerce. U. S. Department of 


Commerce. This figure contrasts 








with a sales decrease of 11 per cent. 
Changes in inventories for individual 
states ranged from the gain of 5 per 
cent in Florida to the declines of 8 
per cent reported by Nebraska. 
Texas and Montana. All regions 
showed decreases with the exception 
of the South Atlantic, which re- 
mained at about the same level. The 
cost value of inventories of all types 
of independent stores, according to 
the bureau showed the end of 1938 
was 9 per cent below that of the 
end of 1937. This 9 per cent de- 
crease in inventories compares with 
a decline of 12% per cent in 1938 
sales from 1937. These inventory 
data are based on more than 14,750 
reports submitted to the bureau by 
independent retailers located in 27 
states. 


Careful Buying — There is 
still evident, among retailers and 
their suppliers alike, a determina- 
tion to keep stocks at a close turn- 
over level. Current ordering is at 
the very conservative rate noted all 
spring, and while there is consider- 
able specifying of fall lines,—these 
future orders are for moderate quan- 
tities, and for safely deferred ship- 
ping dates. There is now much less 
talk of war fever than a few weeks 
back, and the reason usually as- 
signed for today’s careful buying 
policies is uncertainty as to the 
strength of some of the markets. 
It is notable, however, that much 
strength persists in the general 
commodity indexes, with wheat. oats, 
cotton and silk recently registering 
new highs for the year. Moody’s 





index on May 17 stood at 143.8 
per cent (of the December 31, 
1931, level) compared with a 1939 
“low” of 138.6 per cent on April 
22nd. 
* * * 

Construction Contracts— 
Total building and_ engineering 
awards for the month of April in 
37 eastern states amounted to $330,- 
030,000 according to F. W. Dodge 
Corp., New York City. This rep- 
resents a gain of 49 per cent over 
the April, 1938, total and an in- 
crease of 10 per cent over the rec- 
ord for March, 1939. It was also 
the highest April volume since 1931. 
“April contracts brought the cumu- 
lative total for the first four months 
of this year to $1,102,561,000, as 

(Continued on page 85) 


“The Hardware ge idlackboard 


Ok Wholesale Hardware Sales and Collections on Accounts Receivable 
By Geagraphic Regions, Zor March, 1939 


(COMPILED BY THE BUREAU OF 


COOPERATION 


Firms 
Re- 
porting 
Sales 


Regions* 


NEW ENGLAND 
MIDDLE ATLANTIC 
EAST NORTH CENTRAL 
WEST NORTH CENTRAL 
SOUTH ATLANTIC 


EAST SOUTH CENTRAL 
WEST SOUTH CENTRAL 
| MOUNTAIN 

| PACIFIC 

| UNITED STATES, TOTAL 


a 


*States comprising regions: 


New England (Cenn., Maine, Mass., N. H., R. 1, Vt.) 


Middle Atlantic (N. J., N. Y., Pa.) 


East North Central (Ill., Ind., Mich., Ohio, Wis.) 
West North Central (Iowa, Kan., Minn., 


8. D.) 


te accounts receivable at beginning of month. 
#Data collected by the Bureau of the Census and include late reports not included by that Bureau in its release of April 29, 1939. 
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FOREIGN AND DOMESTIC: COMMERCE,* LU 
WITH THE NATIONAI 


Sales Reported 

| 

Mar. 1939 

percentage | 
change from 


WEe Feb. | Mar. Mar. 
1938 1939 | 1939 1938 


13.2 22.6 | 770 
3.4 + 31.8 4,936 
5.3 + 30.9 | 6,648 
+31.9 ; 4,626 

2,305 


2,842 


ASSOCIATION OF 


Thousands of Dollars 


DEPARTMENT OF COMMERCE, 


CREDIT MEN) 


ea 


Percent** of collections 
during month to 
Firms accounts receivable at 
Re- beginning of the month 
porting 
Collec- 
tions 


Feb. Mar. Mar. Feb. 

1939 1939 1938 1939 
711 34 52 48 

3,875 pK iN) 49 48 

5,348 76 52 §1 

3,589 47 48 50 

2,017 58 49 47 

2,308 30 52 62 

2,133 24 63 61 
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Seuth Atlantic (Del., D. C., Fia., Ga., Md., N. C., 8. C., Va., 


W. Va.) 


East South Central (Ala., Ky., Miss., Tenn.) 
West South Central (Ark., La., Okla., Texas) 


Mountain (Ariz., 
Mo., Neb., N. D., Wyo.) 


Colo., Idaho, Mont., Nev., N. M., Utah, 


Pacific (Calif., Ore., Wash.) 
**These figures should not be related to sales figures for current month. They represent only ratie of collections during that month 
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State Legislatures Oppose 
Wages and Hours Laws 


Go on record as not favoring extension of this 


type of legislation to retail field and oppose 


organized labor’s move for “little Wagner acts” 


ing hardware dealers and 

other retailers continued to 
occupy the attention of a number 
of state lawmaking bodies during 
May, but indications were that they 
and other measures would be dis- 
posed of in practically all states 
during June as the last of the 44 
state legislatures that convened since 
early January prepared to adjourn. 

In the field of general legislation 
vigorously opposed by retailers, or- 
ganized labor’s effort to gain enact- 
ment of state wage and hour laws to 
extend the scope of the National 
Fair Labor Standards Act of 1938 to 
retailers and others engaged in in- 
tra-state commerce has thus far met 
with failure ig every state where a 
decisive vote has been held on the 
proposals. In other states, legisla- 
tures adjourned without taking ac- 
tion on the proposals. While sev- 
eral states still have wage-hour bills 
before their legislatures, it appeared 
unlikely in late May that any would 
gain passage. 

North Carolina authorized a com- 
mittee study of the question for the 
guidance of the next Legislature. 
In Oklahoma, while failing to ap- 
prove a bill repealing outright a 
wage-hour law passed by the 1937 
Legislature and which the State Su- 
preme Court found unconstitutional 
in its application to male workers, 
the legislature refused to make pro- 
visions for setting up new “codes” 
to replace those that expired last 
month. The net result is, in effect, 
to nullify provisions applying to 
women workers that were left stand- 
ing by the state’s high court. 

Failure of state legislatures to 
follow the national administration 
in this connection is shown by legis- 
lative debate on the propdsals which 
hinge upon two principal factors: 
One, desire to await additional ex- 


| EGISLATIVE proposals affect- 
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perience with operation of the Fed- 
eral law, and, two, growing public 
opposition to further restrictions 
upon business that would increase 
production costs and threaten a num- 
ber of enterprises that might be 
obliged to shut down, creating addi- 
tional unemployment. 

Likewise, organized labor’s ef- 
forts to gain enactment of “little 
Wagner acts” has likewise met with 
failure thus far. Instead of addi- 
tional state legislatures passing 
bills patterned after the national 
labor relations act, the Wisconsin 
Legislature, which had _ previously 
enacted such a measure, repealed it 
in favor of a new law described as 
being more equitable to employers 
and workers not a party to labor 
disputes. 

The following state-by-state sum- 
mary of legislative action on hard- 
ware and retailing measures supple- 
ments material previously carried by 
Harpware AcE. 


CALIFORNIA — The Assembly 
advanced well toward passage a bill 
authorizing issuance of tokens in 
collection of the state sales tax. 
Enactment of the measure is sought 
by small retailers, who declare per- 
sons making purchases in small 
amounts are being penalized by pay- 
ing a higher rate than on large pur- 
chases. A Senate bill to license and 
regulate itinerant merchants had 
been advanced well toward passage, 
after undergoing amendment, by the 
Senate. Approval of a bill to repeal 
outright the state fair trade law ap- 
peared doubtful. 


DELAWARE —Final legislative 
approval has been given a house bill 
requiring licensing of dealers in, and 
registration of sales of, revolvers, 
pistols, revolver or pistol cartridges. 
or other weapons that may be con- 
cealed on one’s person. The act pro- 


vides that sales be made only on 
identification of the buyer by “at 
least two freeholders resident in the 
county and that sales be recorded in 
a book to be supplied by the state 
tax department. An annual license 
fee of $25 is assessed on dealers. 


FLORIDA—tThe first attempt 
of anti-chain store forces to gain 
protective legislation failed when the 
senate finance committee rejected a 
proposal to boost license taxes to as 
high as $1,200 a store on large 
chains. Other chain measures were 
still pending. A bill to correct a 
portion of the 1937 fair trade act 
which the State Supreme Court 
found invalid has been introduced 
in the senate. While the law pro- 
hibits price cutting in any business. 
its title was held insufficient to hold 
up prices on trade-marked merchan- 
dise in stores that did not have 
contracts with the manufacturer. A 
house bill seeks an unfair sales act 
prohibiting sales below cost plus 
6 per cént to cover the cost of doing 
business. A fine of $500 would be 
provided for violations. 


GEORGIA — Governor River’s 
request for either a*3 per cent sales 
tax or a l per cent gross receipts 
or income tax was rejected by the 
legislature. 


ILLINOIS—tThe House killed a 
bill to reduce the state sales tax 
from 3 to 2 per cent, while the 
Senate approved a bill to extend 
the present tax from June 30, this 
year, to June 30, 1941. A new bill 
would license and tax itinerant mer- 
chants. The house committee on 
public utilities continued to hold a 
measure to prohibit utilities from 
adding charges for merchandise or 
appliances to monthly bills. Follow- 
ing a favorable committee. report, 

(Continued on page 86) 
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How a Plier Built 


a Successful Business 


LAUBERT, the celebrated 
Brena author, became fa- 

mous overnight when his 
book “Madame Bovary” was pub- 
lished. This was about 1855. Up 
to that time practically all of the 
literature of the world had been 
sentimental, poetical and roman- 
tic. Francis Steegmuller has writ- 
ten a most interesting book tell- 
ing how Flaubert happened to 
write “Madame Bovary.” 

Flaubert was 30 years of age. 
He and a friend had spent two 
years traveling in the Orient. He 
returned home, his mind full of 
mysticism gathered in those lands. 
He wrote several books and arti- 
cles based on his travels—‘Saint 
Antoine,” “Anubis” —but they had 
little success. 

Flaubert lived with his mother 
in Croisset, a small town in Nor- 
mandy. He was almost a recluse. 
He wrote painfully and_labori- 
ously. If he produced one page 
a day of seven hours work, he was 
doing Every word and 
every sentence was _ carefully 
weighed. He was deeply interested 
in literary style. One day a jour- 
nalistic friend said to Flaubert: 

“Why not write a realistic novel, 
placing the scene in your own 
village? Why not use village 
characters? In other words, why 
not glorify the commonplace?” 

After many delays and misgiv- 
ings, Flaubert started to work on 
his famous novel. He worked on 
it for four years. As he expressed 
il, its success was like a “thunder- 
clap.” 

After all the glamour and the 
romance, our every day lives, the 
people we meet, our chance ac- 
quaintances, our friendships, are 
the big things in your life and 


well. 


ot 


<2 


By SAUNDERS NorvVELL 


mine. Every day life in its most 
simple forms cannot escape great 
drama. The hardest way to write 
is about simple things, the hardest 
acting to do is to portray the char- 
acters of commonplace people. 
So, with this introduction, | am 
going to tell you the story of a 
plier. [ am quite sure after you 
have read this story you will say 
that it is just full of drama. It 
starts with a meeting of two men 
by accident, sitting on a_ park 
bench in New York. It finishes 
up with the building up of a great 
business and the success of many 


men. 


Here Is the Story! 


Here is the, story, word for 
word, as told me by my friend, 
Walter A. Allen, who, by the way, 
is a successful sales and advertis- 
ing counsel in New England. Mr. 
Allen had the imagination and 
the keenness of mind to see the 
drama in this plier story and I 
am sure you will enjoy its recital 
as much at I did. 


* * * 


“Yes, there is romance in pliers 
as well as poetry in stones and 
running brooks. This is the story 
of a romance that started on a 
park bench in New York, found 
its way into New England and es- 
tablished a business that has lived 
and thrived for 75 years. 

“In order to make clear how a 
park bench had a place in this 


@e 


particular romance and in_ the 
story of the development of a busi- 
ness, it is necessary to go back 75 
years when Julius Berbecker and 
William Schollhoin — started a 
scissors factory in New Haven, 
Connecticut. 

“Schollhorn mechanic 
whose scissors were so good and 
so highly respected by the trade 
that when the era of trusts and 
combines came, Berbecker, the 
business head, had an opportunity 
to sell the scissors business and 
trade marks to a group who hoped 
to unite the scissors trade of the 
country under one banner. After 
the sale, attention was transferred 
to the manufacture of small tools 
which didn’t have cutting edges, 
expanding a line that already had 
shown promise. 

“As an incident of getting out 
of the scissors business, Berbecker 
sent his bookkeeper, Ricardo 
Rice, to New York City, to collect 
a bill which was overdue. Rice 
seems to have had some difficulty 
with the debtor and, after his in- 
terview with the recalcitrant cus- 
tomer, he sat down on a _ park 
bench to formulate a new plan of 
action. A stranger—everyone in 
New York was a stranger to Rice 
—sat down beside him and, be- 
fore Rice knew how it happened, 
he was in conversation with him. 

“The stranger’s name was Wil- 
liam A. Bernard. He was a me- 
chanic and he had invented and 
patented a new and strange—for 


was a 
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UNIVERSAL 
ELECTRIC OVEN 


Indispensable for the Home — at the Shore — 
or any Summer Cottage 


BROILS — BAKES — ROASTS 
Cooks a complete oven dinner for six persons: 
better than a roaster—results equal those of the 
finest electric range oven. No new cooking 
methods to learn and best of all 

Requires No Special Wiring 
Right now and for the Summer months to follow, 
increase your sales and profits with 


UNIVERSAL 
ELECTRIC OVENS 


Fully Equipped °29,95 
With White Enameled Steel Table 34,90 














If it’s a It’s Right 


LANDERS, FRARY & CLARK, New Britain, Conn. 
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those times—kind of plier. He 
had quit his job to try to sell the 
patent but no one in the trade was 
interested in making so compli- 
cated a gadget. He was at the 
end of his funds and was much 
discouraged. He had the model 
in his pocket and he demonstrated 
it to Rice. He put a dime in the 
jaws, held the handles lightly with 
his finger tips and defied Rice to 
pull the dime out. 

“Rice was a bookkeeper and not 
a mechanic but he knew enough 
of mechanics to feel that his em- 
ployers ought to see the gadget. 
Bernard’s dime was perilously 
close to his total resources, so 
Rice advanced carfare for his ac- 
quaintance to travel with him to 
New Haven. The organization’s 
memory, not incuriously, does not 
indicate whether Rice ever suc- 
ceeded in collecting the bill from 
the backward New York debtor. 

“As Rice had predicted, his em- 
ployers, Mr. Berbecker and Mr. 
Schollhorn, were interested in the 
plier gadget. To make it would 
require a goodly investment in 
tools and patterns. Schollhorn 
and Berbecker had received a good 
price for the scissors business and 
they wanted to expand in their 
present business—so that the prob- 
lem was solved without difficulty, 
once the master mechanic decided 
that he was willing to manufacture 
what was to be called a “mechani- 
cal hand.”  Berbecker, a keen 
judge of men, as well as of tools, 
decided that the mind that evolved 
the new pliers could evolve other 
things to make and sell. Before 
Mr. Bernard’s visit had ended, he 
had found an ‘angel’ for his pat- 
ent and had a job as the engineer 
of the William Schollhorn Com- 


pany. 


Put Into Production 


“The new pliers were put into 
production as soon as patterns and 
tools could be made but a diff- 
culty developed that neither Ber- 
becker, Schollhorn or Bernard had 
foreseen. The company’s output 
had been sold through wholesalers 
and jobbers and they were unani- 
mous in declining to have any- 
thing to do with what they called 
‘the tin pliers.” They didn’t like 
the handles formed of sheet steel 
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because they had been used to the 
forged type universally used. They 
could see no advantage in the 
somewhat elaborate action which 
made the pliers more costly than 
any others on the market at that 
time. 

“Bernard had never been a 
salesman, but he saw that he would 
have to become one if his patent 
was to stay sold. He wanted to 
keep his new job. He took samples 
in a gripsack and went on a tour 
of the New England factories, 
showing the new pliers to the me- 
chanics employed in them. The 
mechanics accepted the new pliers 
with enthusiasm and it was not 
long before mechanics to whom 
Bernard’s customers had shown 
the pliers had made enough re- 
quests to dealers and jobbers to 
cause these distributors to revise 
their original opinion. One of the 
original hardware distributors to 
stock and sell Bernard pliers is 
still in business on Washington 
Street in Boston and well remem- 
bers when Bernard came to Boston 
and showed his pliers. 


A Basic Idea 


“The Schollhorn organization 
prospered and the Bernard prin- 
ciple of compound leverage be- 
came the idea on which all the 
other plier action tools were built. 
The Bernard trademark is still the 
mark of all the pliers made by the 
Wm. Schollhorn Company. 

“Not infrequently, when the 
story is told of how an invention 
brought prosperity to a business, 
recognition has/to be given to the 
minor part subsequently occupied 
by the inventor. This story does 
not hold to that pattern. Bernard 
became a partner in this business, 
and later, a director, and was 
comfortably wealthy when he died 
a few years ago. 

“Rice, whose pause on the park 
bench started the organization’s 
long period of prosperity, also 
found an important place in the 
picture, retiring a few years ago 
after long service as director. Mrs. 
Walter J. Berbecker now heads 
the business, succeeding her hus- 
band, whose grandfather, Julius 
Berbecker was president of the 
company from its early days until 
his death. A. R. Heise, chief en- 


gineer of the company for the past 














13 years, is now general manager. 

“The conventional pliers have 
what are called ‘alligator jaws, 
in which the opening is triangular 
in shape. Because of this action, 
the gripping surface is limited. 
Bernard’s pliers were so designed 
that the jaws, working on multi- 
ple pivots, opened and closed in 
parallel alignment like the jaws of 
a vise. The arrangement provides 
greater gripping action and a 
marked reduction in hand effort. 
Today a pair of Bernard Pliers 
will be found in many a me- 
chanic’s kit. 


“Soft Jaw” Pliers 


“One feature that did not occur 
to Bernard or the other men at 
the start of their association was 
soon to come to their attention. 
They began to get requests for 
shipments of the pliers with blank 
‘soft? (not heat treated) jaws 
and, later, requests to fashion 
jaws in all sorts of special ways. 
The vise action of the jaws has 
led to countless adaptations of the 
pliers to special services. Most of 
these are made specially for vari- 
ous customers. Other pliers are 
furnished with ‘soft’ jaws and 
the additional features are added 
in factories far distant from New 
Haven. 

“The pliers lend themselves ex- 
ceedingly well, for example, for 
use as presses for lead seals. Ar- 
ranged so that the jaws will sepa- 
rate instead of close, the pliers 
can be adapted to the removal of 
broken electric light bulbs. On 
the same principle a tool has been 
made to expand tiny tubes used in 
a fire alarm system. One of the 
most complicated adaptations 
combined both actions to fit clips 
which hold the bows of rimless 
spectacles. The clip is held firmly 
and a micrometer adjustment con- 
trols the expansion of the clip to 
the opening desired. 

“One interesting variation of 
the idea is the development of a 
tool to tattoo the owner’s mark on 
the web that connects a chicken’s 
toes. Last year more than half- 
a-million tattoo pliers were sold 
to those who employ this effective 
weapon against chicken stealing. 
Another variation of the device 
tattoos marks on cattle’s ears and 

(Continued on page 97) 
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“The long, strong fibre for Columbian Rope comes 
from the tough part of the Abaca stalk. Filipino 
natives cut down the stalks at the roots. Only the 
full-grown stalks which are about ready to bud or 
flower are used to make Columbian rope.” 


“If you're going to sell rope, you've got to know all 
about it. Columbian rope is an excellent example of 
the best manila rope made. It uses only the finest 
type of fibre which comes from a Philippine plant 
called the Abaca.” 








at 
“Filipino natives strip ribbons from the stalks according to sheaths “Here we see natives stripping the ribbons by machine. Notice the 


down the pulpy center. Notice the pile of ribbons ready to be stripped fibre after the pulp has been cut away. When the fibre is stripped it is 
: . . . hung up to dry in the sun. Best grade fibre must be placed in the sun 
of the fibre. Nat these } bbo P 

ihre. Notives carry these long ribbons over their shoulders to immediately after stripping. This is the fibre from which Columbian 


be stripped by hand or machinery.” rope is made.” 
A 


“4. 
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the Wontonna Country Club. They are John 
Macintosh and Frank Finley rival hardware 
dealers in Wontonna but friendly competitors just 
the same. It is mid-afternoon of May 21st. And, as 
they say in the films, all places and persons are 
fictitious. Macintosh tees up his ball and drives it 
200 yards straight down the fairway. 
MACINTOSH: Boy, am I hot! Beat that one if 
you can! 
(Finley drives and slices one into the rough. They 


i} WO golfers are approaching the 16th tee of 


start walking.) 

MACINTOSH: Well Frank, looks as if you'll need 
a pro to analyze your game a bit. 

FINLEY: Maybe | will John. Speaking of analyses 
did you read that survey on jobbers’ salesmen in the 
May 18th issue of HarpwareE AcE? Lot of good 
stuff in that article, better than there was in that 
drive of mine. 

MACINTOSH: | read every line of it and found 
a lot of things that surprised me. One thing’s cer- 
tain and that is from now on I’m not going to keep 
any salesman waiting for me. Waiting and “doubling 
hack” are two things that hold the salesmen up and 
hold costs up, too. Never realized it before but I'm 
not going to have it on my conscience now that it’s 
been brought to my attention. 

FINLEY: Vm with you there, John. Save time 
for the salesmen and you'll be saving time and money 
for yourself. Watch this one! 

(Finley locates his ball, takes a number 5 iron and 
shoots it 130 yards toward the green.) 

MACINTOSH: Nice out, Frank! Did you read 
that article about Conrad Brothers in New Jersey? 
There’s a firm that cashes in on the summer busi- 
ness. They keep their eyes open for the latest things 
and then tell their story with window displays. From 
all accounts they do a first-class job. 

(Macintosh tops his brassie shot and the ball comes 
to rest about ten feet from Finley's.) 

FINLEY: They do a first-class job all right. but 
you didn’t. You’d better worry about your compe- 
tition. 

MACINTOSH: We never worry about competi- 
tion. Say, Frank, that’s the title of an article in that 
same issue. It’s about the Gadd Hardware in lowa 
City, lowa. Firm has direct competition from a flock 
of mail order retail stores and limited price variety 
stores and they get the business just the same. Better 
read that article. 

FINLEY: Yl read it when I get home tonight. 
You must read it day and night judging from the 
way you quote it. Say, caddie, has Mr. Macintosh 
got a magazine in that pocket of his bag? 

CADDIE: No, sir; just a handful of tees and a 


half a dozen balls with his name stamped on them. 


58 


After Hours! 








FINLEY: Thought maybe he carried it with him 
around the course. 

(Finley takes a number 7 iron and lays his ball 
three feet from the cup. Macintosh approaches and 
lands six feet away. They each hole out with one 
putt and walk to the 17th tee.) 

FINLEY: Well, that one’s finished and I’m still 
one up on you. By the way I notice that Roy 
Soule’s series of articles on why hardware stores fail 
finished in this issue. Sorry to see it come to an 
end. I enjoyed that series. It got right down to 
cases. That series was based on actual letters writ- 
ten by jobbers’ salesmen giving the reasons for 
failures. 

WVACINTOSH: So did 1, he certainly rang the bell 
with every installment. Hope he has some more soon. 
Say. Frank, did you read that series of collection 
letters? 

FINLEY: 1 enjoyed that series, too——short. 
snappy and to the point. That’s the sort of thing that 
makes some of those dead ones come to life. Well 
| see there’s a couple ahead of us. Guess we'll have 
to wait for them to play their second shots. Say, | 
see John Foster’s daughter’s getting married next 
month. That means a new home to furnish. Hope 
we get some of the business. 

VACINTOSH: We will all right. And we'd better 
be keeping our eyes open for weddings next month. 
June’s the month you know. 

FINLEY: Yes, it’s top month, but according to 
HarpwareE ACE there are several other months that 
give it competition. There’s a good article in the 
May 18th issue on that very thing. And, while we 
are on the subject, weddings mean new homes and 
new homes mean paint. When are you going to 
re-vamp that paint department of yours? 

VACINTOSH: Im going to start next week. Got 
some good ideas from that article about L. H. Kurtz 
Co. of Des Moines. They put in a new paint depart- 
ment and boosted paint sales 25 per cent. I’m going 
to model my department after theirs. If they can do 
a job like that I an, too. 

FINLEY: Right you are. It doesn’t pay to stand 
still in this business. But don’t get the idea you will 
be the only one to make changes. I’m going to put in 
a builders’ hardware sample room. Just a small one 
but a good one. Got the inspiration from that 
double-page spread of sample rooms in the last 
issue. This town’s building up and I’m beginning 
to feel the need of a room like that. Why don’t 
you install one? 

MACINTOSH: Vm going to and I got my inspi- 
ration from the same source. Well, here we go. 
Let’s forget business for the next two holes and 
play golf. 

(They both drive off and finally disappear around 
a bend in the fairway.) -G.M.S. 
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a> Kee Yes sir—when a Myers Salesman tells you that in the com- 
plete line of Myers Water Systems every unit is quality 
» hell built, thoroughly proved and dependable, he gives you the 
etait. facts which are based on the sound foundation of sturdy 
ection engineering and precision standards so essential to econ- 
omy, durability and care-free performance. 

short. Start selling this dependable line now and increase your 
x that business and step up your profits during the months ahead. 
Well Popular acceptance and a rapidly expanding market make 
have the Myers line one of major importance. And with the 
say, | addition of Myers Ejecto Pumps and Water Systems, you 
next have a complete water system line worthy of exclusive 
Hope selling effort. 

If you have not as yet received a copy of our new Ejecto 
better Pump and Water System Catalog No. EJ39 write for it 
onth., today. Engineered for durable, dependable, economical 

service, this new Myers line offers dealers wider oppor- 
ng to tunities than ever for sales. 
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A. JULIAN CRANDALL, 
president of the Ashaway Line 
& Twine Mfg. Co., Ashaway, 
R. L., is 74 years of age, and 
represents the third genera- 
tion of his family in the fish / 
line manufacturing business. 
Mr. Crandall was born at 
Stonington, Conn., July 18, 
1864, and in 1880 become as- 
sociated with the firm of H. L. 
Crandall & Company, which 
had been founded by his 
grandfather, Captain Lester 
Crandall, in 1824. In 1883 the 
name of the firm was changed 
to the Ashaway Line & Twine 
Mfg. Co. In 1893, Mr. Cran- 
dall left the company and 
aided in organizing the Tennessee Line & Twine Com- 
pany at Elizabethton, Tenn. Ten years later he disposed 
of his interests in this company and returned to Ashaway, 
becoming manager of the firm. He became president 
of the company in 1924. All in all he has spent 59 con- 
tinuous years in the line and twine manufacturing busi- 
Mr. Crandall has been an honorary member of the 
Hé has been an 





A. J. CRANDALL 


ness, 


Luther Burbank Society since 1914. 


individual member of the Chamber of Commerce of the 
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United States since 1919, and a member of the National 
Geographic Society since 1915. In addition to the fore- 
going, he is a life member of the Audubon Society of 
Rhode Island, a Gold Button member of the Catalina 
Light Tackle Club, and a member of the Museum of 
Natural History, National Travel Club, New England 
Council, Atlantic Tuna Club and American Fisheries 
Society. His hobbies are travel and fishing. He has 
traveled widely in both this country and abroad and has 
been completely around the world. He has fished in 
practically every country he has visited, from Nova Scotia 
to New Zealand. 


THOMAS JOSEPH 
DWYER, president of Dwyer 
Bros., Inc., London, Ohio, 
celebrated his 73rd_ birthday 
on April 19 and has been 
identified with the hardware 
business for 51 years. In 1888, 
he and his brother, M. E. 
Dwyer, entered the business 
carrying a complete line of 
hardware and implements and 
also operating a tin shop. In 
1906 the firm added a furni- 
ture department. M. E. Dwyer 
died in 1926 and the firm was 
incorporated the following 
year with Mr. Dwyer’s three 
sons, W. T., Omer and Ed- 
mund, and his daughter, 
Helene. Mr. Dwyer is a director of the Central National 
Bank of London, Ohio, and has just been made a member 
of the Ohio Fifty Year Club. His chief hobby is farming. ‘ 
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Show Customers How They Roll 


Demonstrate “ACME” Ball Bearing Casters,—show 
how smoothly “ACMES” roll in any direction. Then 


let the customer try it and,—a sale is made. Dealers 
everywhere use this method to sell more “ACMES.” 


‘ ( Wn) 
a cm 


BALL BEARING 


GAS Meas } 


The ball bearing feature of “ACME” Casters makes ES ¢ 

moving furniture a pleasure on floors, rugs and carpets. a NN. 
Heavy furniture moves with ease. Here is the modern ae, f 
caster that appeals to every housewife who takes pride 


in her home. Demonstrate “ACMES” and increase 
your caster sales. 
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66 99 SOLID SHANK 
ONE PIECE FORKS 
(Hay, Header, Manure and Spading Forks) 
“‘Ames” Solid Shank One Piece Socket Forks are 
made from one solid bar of steel. The head and 
socket are one piece of steel and this strengthens the fork at 
ABW PRODUCTS the bend. The ‘‘Ames” Socket Fork has a perfect balance 
SHOVELS..SPADES..SCOOPS and makes for easier handling. Made of special analysis steel i 
FORKS..HOES..RAKES these tools have unusual strength and ability to resist wear. ° 4 
POST HOLE DIGGERS ee Ask Your 
AGRICULTURE HANDLES The ‘“‘Ames”’ Socket Forks are only a part of the complete 
W line of ABW Steel Goods. This line of Forks, Hoes and Jobber 
AMES Rakes is manufactured in four grades and designed to meet e 
Since every requirement. Here is a line which will give you a 
1774 quick turnover and a high percentage of repeat orders. 
ional 
mber 
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PRESIDENT REAFFIRMS POLICIES 


AT RETAILERS’ 


States 50 cents of 


NATIONAL FORUM 


every dollar spent 


by Government passes over retail coun- 
ters. Opposes additional consumer taxes 


(Washington Bureau 
of HARDWARE AGE) 
1000 retailers 
widely scattered sections heard 
President Roosevelt and other 
key Administration officials re- 
affirm the New Deal’s economic 
policies on May 22 when the 
American Retail Federation held 
its first Retailers’ National Forum 
at the Mayflower Hotel, Wash- 
ington, D. C. The meeting was 
described by officials of the Fed- 
eration as “a history-making oc- 
casion.” 

The President vigorously de- 
fended the spending, taxing and 
relief policies of his Adminis- 
tration, expressed a “kinship be- 
tween your business and mine,” 
and emphasized that in the final 
analysis “consumer buying power 
is the milk in the cocoanut of 
all business.” 

Estimating that out of every 
dollar spent by the Federal Gov- 
ernment to provide jobs, more 
than 50 cents passes over the 
counters of American retail mer- 
chants, the Chief Executive, 
whose speech was _ broadcast 
over a nation-wide radio network, 
asserted that “today, in order to 
provide customers for business, 
your Government Govern- 
ment capital to provide jobs, to 
prevent farm prices from 
lapsing and to build up purchas- 
ing power when private capital 
fails to do it.” 

To the President, the hullaba- 
loo for the repeal of the undis- 
tributed profits tax is “making a 
mountain out of a mole hill,” he 
told the retail representatives. 
While reiterating his stand that 
he is not opposed to a repeal of 
the tax if other corporate taxes 
can be found to take its place, he 
declared flatly against any change 
in consumer taxes, insisting that 
“any further taxes on consumers, 
like a sales tax, means that the 
consumers can buy fewer goods 
at your store.” 

Broad, general problems com- 
all groups within the 
Federation were discussed by 
many of the speakers but more 
specific and down-to-earth ques- 


Close to from 
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| tions involving, for example, re- 


sale price maintenance and anti- 
price discrimination laws 
subjects over which members of 
the Federation are widely split 
were not referred to during the 


two-day session. Some complaints | 


were heard that while the “fo- 
rum” was definitely beneficial to 
some representative groups, con- 
flicting interests within such a 
large organization, made the out- 
come of doubtful value. 

But the well executed program 
will probably remembered 
primarily as a successful effort 
to capitalize on the cold shoulder 
given the Administration at the 
annual meeting of the United 
States Chamber of Commerce 
which met in Washington 
eral weeks before the Federa- 
tion’s gathering. 

Conclusion of the forum, as ex- 
pressed by Louis E. Kirstein, 
chairman of the ARF Board of 
Trustees, and reflecting what 
seemed to him to be the basic 
policies on which retailers can 
agree and which may be used in 
guiding the activities of the Fed- 
eration, were outlined during the 
closing hours of the meeting. He 
concluded that the retail industry 
should: 


be 


sev- 


1. Recognize its general respon- 
sibility for close, earnest and in- 
telligent cooperation with federal, 
state and local governments and 
for helping to increase the real 
income by reducing distributive 
costs. 

2. Support all sound, long-range 
efforts of government to maintain 
and raise, if possible, the general 
standard of living and to ex- 
pand, through private enterprise, 
the market for the preducts of 
industry. 

3. Support and cooperate with 
the movement for a 
thoroughgoing investigation to 
correlate federal, state and local 
taxation to encourage private in- 
vestment and to increase purchas- 
ing power. 


current 


1. Give early attention to a 
thorough revision of the social 


security program aimed at re- 
warding employers for stable em- 
ployment, avoiding unnecessary 
withdrawals from purchasing 
power and eliminating excessive 
reserves. 

5. Continue to acknowledge the 
right of consumers to know what 
they are buying and thereby in- 
crease purchasing confidence, pur- 
chasing skill and purchasing 
power. 

6. Oppose monopolistic and re- 
strictive practices which tend to 
retard the flow of goods between 
producer and consumer and seek 
to eliminate the practice of di- 
verting trade from normal retail 
channels by groups which pre- 
tend to sell at wholesale prices. 
the growth of 


consumer cooperatives as a legiti- 


7. Recognize 


mate form of retail distribution 
but urge federal, state and local 
governments to refrain from sub- 
sidizing co-ops by direct or in- 
direct grants, by tax exemption or 
by other special privileges not 
available to all retailers. 

8. Oppose all legislative and 
administrative barriers between 
states, especially tax laws, which 
tend to impede the flow of goods 
in interstate commerce. 
and 
confronting 
the farmers and offer to federal 
and state governments its full 
‘cooperation in efforts to dispose 
of surpluses through recognized 
distributive channels. 


9. Recognize the social 


economic _ situation 


10. Recognize that employees 
have a right to bargain collec- 
tively with employers and that 
retailing for the most part is a 
local business and can depend on 
single national formula 
solve its problem of industrial 
relations. 

The Federation was organized 
over four years ago for the 
avowed purpose of benefiting re- 
tailers by serving as a fact-finding 
body in helping to formulate re- 
tail opinion on matters of public 
policy. Dr. David R: Craig, ARF 
president, who called the session 
to order, expressed the hope that 
“out of the participation of these 
government leaders will come a 
better understanding and appre- 
ciation of the contributions which 
the retail industry has made and 
is making to our economic life.” 


no to 








NORTH BROS. ELECTS NEW 
VICE-PRESIDENT 


North Bros. Mfg. Co., Phila- 
delphia, Pa., manufacturer of 
“Yankee” tools, has announced 
the election of Rudolph S. Rauch 
as vice-president. Other officers 


RUDOLPH S. RAUCH 


of the company are John S. North, 
president, Edward J. Weierstall, 
secretary, John T. Fegley, trea- 
surer, Walter G. Macht, assistant 
treasurer. 

Mr. Rauch, from 1913 to 1924 
was associated with the Simmons 
Hardware Co., except during the 
period of the World War. With 
the merger of the Simmons com- 
pany and the Winchester Repeat- 
ing Arms Co. in 1923, Mr. Rauch 
was made president of the Win- 
chester-Simmons Co. of Philadel- 
phia. In 1924 he became vice- 
president of the Philadelphia 
Rubber Works in charge of its 
plant at Oaks, Pa. Eight years 
later he was elected a director of 
B. F. Goodrich Co. Since 1935, 
he has been and continues now, 
a member of the Goodrich execu- 
tive committee. He is also presi- 
dent of the Ferrecon Corp., a 
patent-holding company engaged 
in research and development work 
in the field of prefabricated 
houses, 


BRITTAIN IN WICHITA FOR 
Cc. F. & I. CORP. 


John T. Brittain has been ap- 


pointed district sales manager 
with headquarters at 420 S. Com- 
merce St., Wichita, Kan., for The 
Colorado Fuel and Iron Corp., 
Denver, Colo. 
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GENERAL ELECTRIC ANNOUNCES 


Several new appointments and 
a department change have been 
announced by the General Elec- 
tric Co. A new department which 





J. W. SAVAGE 


will consolidate for the first time 
all radio, television, and related 
activities, has been established 
with headquarters lat Bridgeport, 
Conn. Dr. W. R. G. Baker, for 
many years associated with G-E 
activities in the radio field and 
until now chairman of the radio 
management committee has been 
named manager of the new unit 
to be known as the radio and 
television department. 

The new department will have 
responsibility for radio and tele- 
vision tubes, receivers, transmit- 
ting and relaying equipment, car- 





MILTON J. SANDS 
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NEW APPOINTMENTS 


rier-current equipment, and other 
associated product 
For the marketing of most of its 
products, the department will 
rely for the present on the distri- 
bution facilities of the appliance 
and merchandise department, 
which has in the past been re- 
sponsible for radio receivers. 

Perry F. Hadlock, recently 
named manager of General Elec- 
tric’s then radio division. will 
continue in charge of radio and 
television receiver sales, reporting 
to Dr. Baker. 

J. W. Savage, for several years 
closely identified with the dis- 
tribution and commercial research 
problems of the General Electric 
Co’s appliance and merchandise 
department at Bridgeport, has 
been named assistant to C. E. 
Wilson, the company’s executive 
vice-president, and will henceforth 
make his headquarters in New 
York City. 

Milton J. Sands has been ap- 


radio lines. 


SMITH VICE-PRESIDENT 
OF WESTINGHOUSE 


Marvin W. Smith, manager of 
engineering of the Westinghouse 
Electric & Manufacturing Com- 
pany, East Pittsburgh, Pa., has 
been elected a vice-president of 
the company by the board of 
directors. Mr. Smith, who will 
direct all the company’s en- 
gineering activities, has been as- 
sociated with Westinghouse since 
the day he left college in 1915. 

Mr. Smith began as a student 
engineer, did shop and_ office 
work, then moved steadily up- 
ward. He has been manager of 
engineering since May 7, 1936, 


pointed district manager of ap- 


area. He succeeds A. C. Sanger. 


| 
| 





ALFRED C. SANGER 


frigeration section. He will 
henceforth make his headquarters 
at Nela Park, Cleveland, Ohio. 


Mr. Smith was graduated from 
Texas Agricultural and Mechan- 
ical College in 1915 as valedico- 
trian and with a degree of bache- 
lor of science in electrical en- 
gineering. The same year he 
enrolled in the student engineer- 
ing course at the Westinghouse 
East Pittsburgh works, as he 
says, “because I was more inter- 
ested in the design and applica- 
tion of electrical apparatus and 
machinery than anything else.” 


TECHNICAL DIRECTOR 

FOR REVERE COPPER 
C. Donald Dallah, president of 
Revere Copper and Brass, Incor- 





during which time the company 
has produced several major new | 
developments in engineering, in- 
cluding the Precipitron, new elec- | 
tric air-cleaner, new lines of im- 


proved switchgear for the safe, 
rapid and economical handling | 
of high-voltage electricity; and 
has launched into new areas of 





fundamental scientific and en- 
gineering research, including 
studies of the nature of matter 





and experiments in “smashing 


the. atom.” 






| C. H. Kuthe as technical advisor 


porated, 230 Park Avenue. N. Y.. 
announced the appointment of 


to the company’s Michigan di- 


vision. 
Charles W. Thomas is vice- 
president and general manager 


Michigan division 
with plant and headquarter’s of- 
fice located at 5851 West Jeffer- 
son Avenue, Detroit, Mich. Mr. 
Kuthe will operate directly with 


Mr. Thomas and W. W. Roach. 


industrial -sales manager. 


of Revere’s 








pliance sales in the Philadelphia | 
| 





NEW ASST. SALES MGR. 
FOR SARGENT & CO. 


P. E. Barth, president and gen- 


} 


Mr. Sanger has been named sales | eral manager of Sargent & Co., 
manager for the household re- | New Haven, Conn., has announced 
| the appointment of L. W. Oakes 


as assistant general sales manager. 
Mr. Oakes has had broad hard- 
ware experience prior to his com- 
ing to Sargent & Co. and for the 
past 15 years has represented the 
firm in the Middle West and 
southern territories in a sales ca- 
pacity. His training on the road 
with wholesaler and architect pro- 
vides him with a valuable expe- 
rience to take over his new duties 
at the factory in New Haven, 
Conn. 

The genera | sales offices of 
Sargent & Co. are located at New 
Haven, with G. F. Wiepert, senior 
vice-president; H. A. Parks, gen- 
eral sales manager; Mr. Oakes, 
F. G. Hammer, contract sales 
manager; R. B. Cherry, marine 
hardware sales manager; A. J. 





L. W. OAKES 


Crawford, tools, farm hardware 
and special sales manager, mak- 
ing their headquarters there. 

The New York office, 342-344 
Broadway, is in charge of F. W. 
Robbins as manager and H. J. 
Crawford, sales manager. The 
Chicago office at 150 N. Wacker 
Drive, is in charge of J. C. 
Neemes as manager and 
manager, and C. R. Landerholm, 
contract sales manager. 


sales 


SCHEINERT BROS., INC. 
IN NEW QUARTERS 
Scheinert Bros., Inec., has 


moved to larger quarters at 137- 
141 Prince St., New York City. 


63 




















H. E. HULBURD HONORED ON FIFTIETH 
ANNIVERSARY WITH WORTHINGTON 


H,: E. Hulburd, president of 
The Geo. Worthington Co., 802 
St. Clair Ave., Chicago, Ill., was 
the recipient of a tribute paid 


a. E. HULBURD 


him by employees and executives 
of the company on the occasion 
of his fiftieth anniversary with 
the Worthington organization. 
More than 30 of his co-workers 
gathered at a dinner, May 8, to 
honor Mr. Hulburd, who rose 
from a salesman to the presidency 
of the company. 

Mr. Hulburd, who is a member 
of the Harpware Ace Fifty-Year 
Club, began his hardware career 
in 1882, when he obtained em- 
ployment in a hardware store at 
Medina, N. Y. Seven years later 
he obtained a position with The 
Geo. Worthington Co. as a travel- 
ing salesman covering New York 
state. 





After 17 years on the road he 
was appointed sales manager. In 
1919 he was made a director of 
the company and eight years 
later became a second vice-presi- 
dent. Two years later was ele- 
vated to first vice-president and 
in 1936 became the company’s 
president. 

At the testimonial dinner, L. H. 
Weber, vice-president and direc- 
tor of purchases, presided. A. G. 
Rorabeck, vice-president in charge 
of sales, paid official tribute to 
Mr. Hulburd for the company. 


KIRKLAND IS SECRETARY 
OF OKONITE COMPANIES 


Charles M. Kirkland has been 
elected secretary of The Okonite 
Company, Passaic, N. J., and the 
Okonite Callender Cable Com- 
pany at Paterson, N. J. After 
graduating from Harvard Mr. 
Kirkland worked in all three of 
the Okonite plants. During this 
period, he spent most of his time 
in development and_ research 
work in the four Okonite labora- 
tories. With this thorough 
grounding, he entered into active 
sales work in the Chicago terri- 
tory for a period of years. He 
was transferred to New York 
early in 1939, and now has his 
office at the Okonite Company, 
501 Fifth Avenue, New York 
City. 

The company has established 
an additional district office in 
the National Building, 1404 East 
9th Street, Cleveland, Ohio. In 
charge of this office is F. J. 





Dahleiden, who was previously 
one of the company’s sales engi- 
neers in the Chicago territory 
for more than 12 years. Mr. 
Dahleiden has been active in the 
electrical maintenance engineers 
group of the Chicago Electric As- 
sociation and the National As- 
sociation of Iron and Steel Engi- 
neers. In addition to maintain- 
ing his association with the gen- 
eral industry, Mr. Dahleiden’s 
new duties will also include ac- 
tivity in the public utility and 
railroad fields. 


COE HEADS COPPER 
AND BRASS ASSN. 


The Copper and Brass Mill 
Products Assn. at its annual 
meeting, recently, elected the fol- 
lowing officers: president, John 
A. Coe, the American Brass Co., 
25 Broadway, New York City; 
vice-president, R. E. Day, Bridge- 
port Brass Co., Bridgeport, Conn., 
Wylie Brown, Phelps Dodge 
Copper Products Co., New York 
City; R. L. Coe, Chase Brass 
& Copper Co., W. M. Goss, Sco- 
vill Mfg. Co., Waterbury, Conn.; 
treasurer, C. D. Dallas, Revere 
Copper & Brass, Inc., New York 
City, and secretary, T. E. Velt- 
fort. 


ROLLS RAZOR NAMES 
NEW ENGLAND REP. 


Alfred M. Hanley has been ap- 
pointed representative in New 
England and New York State with 
the exception of the Metropolitan 
New York City area for Rolls 
Razor, Inc., 305 E. 45th St., New 
York City. 





HILL ASST. SALES MGR. 
OF NORTHWESTERN STEEL 


J. R. Hill has been appointed 
assistant sales manager of the 
Northwestern Steel and Wire 
Company, Sterling, Ill., succeed- 
ing L. A. White, resigned. 

H. W. Hill, formerly superin- 
tendent, wire division, Northwest- 
ern Steel and Wire Company, 
Sterling, Ill., is appointed assis- 
tant general superintendent. 

P. M. Murphy, formerly assis- 
tant superintendent of the wire 
department, has been promoted 
to superintendent, and V. G. 
Hotchkiss is now assistant super- 
intendent of the wire mill. M. E. 
Goetz is general superintendent 
of the Northwestern Steel and 
Wire Company. 


A. F. DORMEYER MFG. 
NAMES DISTRIBUTORS 


G. A. Boivin, sales manager of 
A. F. Dormeyer Mfg. Co., Chi- 
cago, Ill., electric appliance 
manufacturer, has announced the 
appointment of several new dis- 
tributors: Harry S. Lever, At- 
lanta, for Georgia, Alabama, and 
Mississippi; Charles H. Morford, 
Burlington, Iowa, for eastern 
Iowa, western Illinois; Frank P. 
McMorrow, Cleveland, for north- 
ern Ohio; W. H. Webb, In- 
dianapolis, fcr Indiana; Ben 
DeKaifetz, Oklahoma City, for 
Oklahoma; R. J. Jane, Omaha, 
for Nebraska; Goodman Bros., 
Portsmouth, Va., for Virginia, 
North and South Carolina, and 
Southland Distributors, Jackson- 
ville, Fla., for Florida. 











EMPIRE CITY SUPPLY ASSOCIATION AT ANNUAL BANQUET 


Members and guests of the Empire City Supply Assn., 11 W. 42nd St.. New York City, gathered at the Hotel New Yorker, 


April 29th, for their fifth annual d 


inner 3 


by radio and stage stars was 


under the supervision of Mack Rosenberg, 


R. & B. Hardware Co., Inc., New York, president of the association. Harry B. Sale is secretary of the group. 


ot 
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CLOVER 


Quality and Service Since 1907 


ABRASIVE-COATED PAPERS .* CLOTHS 
GRINDING «‘ LAPPING COMPOUNDS 


CLOVER MFG. CO. Norwack, Conn. 





Your SPECIAL CHENEY DEMONSTRATOR 
Is READY For You—Now 


Send your order today for the special Cheney 
Nailer junior Sales Maker offer. Try this fine 
hammer (the hammer that holds the nail) that 
everybody likes and get more hammer busi- 
ness than ever before. We'll send you six— 
16 ounce Cheney Nailers No. 938 and the 
friendly, business getting Sales Maker display, 
in a special carton for $4.95 net FOB Little 
Falls, N. Y. Customers’ price $1.25 each. 
Cheney Nailers in your store always mean 
more hammer business. Send us your order— 
today. 


HENRY CHENEY HAMMER CORP. 
Factory: Little Falls, N. Y. 
Sales Office: 302 Broadway, New York 
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No. 4 
RETAILS AT 
$2.00 


NORTON 
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vices in the world. 


| 


| aging production divisions, 
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PACKAGING INSTITUTE 
ELECTS OFFICERS 


The officers and directors of 
Packaging Institute, Inc., elected 
at the organization meeting held 
in New York City, were an- 
nounced by the corporation, 
which is a merger of two estab- 
lished associations in the packag- 
ing field—Packaging Machinery 
Manufacturers Institute, Inc., and 
the Production Managers’ Asso- 
ciation. 

William M. Bristol, Jr., vice- 
president in charge of produc- 
tion at Bristol-Myers Company, 
Hillside, N. J., heads the new or- 
ganization as president. Carl H. 
Lambelet, president of the New 
Jersey Machine Corporation, Ho- 
boken, N. J., 


president. 


was elected vice- 


The board of directors, which 
has equal from 
pack- 
is as 
follows: H. M. Bowman, Unit 
Packages, Inc., Elizabeth, N. J.: 
H. F. Brownell, McKesson & 
Robbins, Inc., Bridgeport, Conn.; 


representation 
packaging machinery and 


| William. M. Bristol, Jr., Bristol- 


The No. 4 is a durable long-life 
screen door closer. Made of seamless 
brass, the tube will not rust. The 
bracket, spring holder and hinge 
plate are heavy steel stampings 
which will not break. Special pis- 
ton construction assures constant 
checking. It is packed in individ- 
ual cartons with full attachment 
instructions. 


| boken, N. J.; J. 


| Myers Company, Hillside, N. J.; 


Kendall D. Doble, Pneumatic 
Scale Corporation, Ltd., Quincy, 
Mass.; G. Prescott Fuller, Dex- 
ter Folder Company, Pearl River, 
N. Y.; Wallace D. Kimball. 
Standard - Knapp Corp., Long 


| Island City, N. Y.; C. H. Lam- 


belet. N. J. Machine Corp., Ho- 
Y. Lund, Lam- 


bert Pharmacal Co., St. Louis, 


| Mo.; Morehead Patterson, Amer- 
| ican Machine and Foundry Co.. 
| New York City; C. E. Schaeffer. 
| Stokes 


& Smith Co., Philadel- 


phia, Pa; George R. Webber. 


| Standard Brands, Inc., Hoboken, 


Model No. 04 has been simplified. 
It requires but two-thirds as many 
parts as No. 4, yet benefits by 
the same expert workmanship and 
high-quality materials. While of- 
fered at a surprisingly low price, 
No. 04 carries a fine reputation 
for satisfactory service. It, too, 
comes in individual cartons with 
instructions. 


Consult Your Jobber or Write te 


NORTON DOOR CLOSER CO. 


Division of the Yale & Towne Mfg. Company 
2900 N. Western Ave., Chicago, Illinois 





N. J.; L. P. Weiner, Hiram 
Walker & Sons, Inc., Peoria, Ill. 
Helen L. Stratton is secretary- 
treasurer of the institute, which 
has headquarters at 342 Madison 
Avenue, New York City. 


SCHICK SPONSORS 
“IDEAS” CONTEST 

The Schick Dry Shaver Co.. 
Stamford, Conn., is offering more 
than 62 cash prizes to dealers for 
promotion and sales ideas. The 
contest, which closes July 1, has 
as its aim the rewarding of ideas 
for the promotion and sales stim- 
ulus of the Schick Dry Shaver 
and is open to all dealers of 
Schick products, store owners, 
clerks, display, merchandising 
and advertising managers and 
buyers. 

All that is necessary for con- 
testants to do, is to write a let- 
ter outlining their promotional 
plans and results and to illus- 
trate them, if they please, with 
photographs or sketches. The 





lhe will 





ideas will be judged by W. H. 


| Weintraub, publisher of Esquire ; 
| Fred B. Cole, editor, The Jewel- 


ers’ Circular-Keystone, and Ken- 
neth Collins, assistant to the gen- 
eral manager of The York Times. 
In connection with the contest, 
the Schick company is making 
available to its dealers free leaf- 
lets, window and counter dis- 
plays. 


STEWART-WARNER CHANGES 
IN SALES DIVISION 


Appointment of B. E. 
green as_ northwest-central 
trict sales manager for the Stew- 
art-Warner radio division is 
announced by L. L. Kelsey, radio 
sales manager of the Stewart- 
Warner Corp., Chicago, III. 

Mr. Palmgreen was previously 
engaged in the appliance busi- 
ness on the West Coast. 

Several personnel changes in 
the Alemite retail sales division 
of the Stewart-Warner Corp. have 
also been announced. A. F. 
Haberl, Jr., has been named as- 
sistant Alemite retail sales man- 
ager with headquarters in Chi- 
cago. Prior to the promotion to 
his present position Mr. Haber! 
was Alemite district sales mana- 
ger for the eastern sales territory. 
L. A. Ballard, formerly assistant 
to the sales manager of the Ale- 
mite retail division, has 
been appointed Alemite distribu- 
tor for Boston, Mass., in charge 
of the Alemite Company of 
Boston. 


Palm- 
dis- 


sales 


JOHN H. GRAHAM CO. SENDS 
SENDERLING TO DALLAS 


Edward E. Senderling is rep- 
resenting the John H. Graham 
Co., New York City, in the 
Southwest, with headquarters in 
Dallas, Tex. He succeeds Arthur 


| W. Gadd who has been trans- 
| ferred to St. Louis out of which 


travel Missouri, Iowa. 
Kansas and Nebraska. 


Mr. Senderling has been at 


| the company’s New York head- 


quarters for many years, cover- 
ing the Metropolitan New York 
territory for the past several 
years. His new territory includes 
the entire Southwest with the 
exception of New Orleans and 


El Paso. 


MARTIN T. GOODMAN 
ADDS TO STAFF 


Martin T. Goodman, Inc., di- 
rect factory representative, 10 
W. 23rd St., New York City, 
have added to their staff, David 
R. Rothbaum as secretary, trea- 
surer and sales manager. Mr. 
Rothbaum for 30 years was 
a member of Rothbaum & Lein- 
wand, New York City. 
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OFFICERS ELECTED FOR 
OLIVER IRON & STEEL 
New officers elected for the 
Oliver Iron & Steel Corp., Pitts- 
burgh, Pa., are: Theodore F. 





boards, line boards, gypsum lath 
and gypsum block, base and fin- 


ish coat, gypsum plasters, spe- 


cialty plasters, accaustical plaster, | 
land plaster, lime, building prod- | 
ucts and accessories to the Celo- | 


tex Corp. 


C. F. Miller, formerly president 
of the American Gypsum Co. will | 


remain with the Celotex Corp. as 
general manager of the Port Clin- 
ton operations. The same mer- 
chandising _ policies 
Celotex products will be extended 
to the marketing of the new line 


of gypsum products. 
HARDWARE TRADE ASSN. TO 
PLAY GOLF, JUNE 20 
Plans for a golf party of the 
Hardware Trade Association were 
discussed at the May 17 meeting 


| held at the Railroad Machinery 


HARRY F. DEVENS 


Smith, president; H. O. Rea and 
J. C. Rea, vice-president; L. E. 
Uhrich, secretary and controller; | 
Roll, | 
assistant | 
Lammert, assistant — 

| 


| 
| 
| 
| 
| 
| 
| 


a. #. 3. 
Roche, 
5. @. 
surer. 

Harry F. Devens, chairman of 
the board and John Jenkins, vice- 


treasurer ; 
secretary and 


| Club, 30 Church St., New York 


| complete line of gypsum, wall- | 


applies to | 


TUCKER TAKES THE LEAD 
IN SALES AND PROFITS! 





SUMMER PLACES THE DECK 
CHAIR ON THE DEMAND LIST 


Mother Nature is cooperating with 
the folding lawn furniture sales now. 
Take advantage of her help and the 
undeniable appeal of Tucker’s color- 
ful, comfortable line. 


As in all Tucker prod- 
ucts, the No. 40FSC 
chair conforms to a high 
quality of workmanship. 
Frame is made of se- 
lected hardwood, and 
canvas cover is heavy, 
durable, beautifully de- 
signed duck. Chair shown 


to left is complete model. Other chairs come without 


| canopy, foot or arm rests. 


City. The golf party will be held | 


June 20 at the St. Albans Golf 
Club, St. Albans, Long Island, 


Ne tes | qualities of Tucker’s Fish-N-Float. Show 


are H. L. 
Shovel & Tool Co., Robert Doti, 


| 


Igoe Bros., Inc., and O. A. Lan- | 
chantin, J. K. Larkin & Co., Ine. | 


More than 30 members and 


| guests attended the meeting which | 


was presided over by W. Earl | 


Clapp. The Yale & Towne Mfg. 


Co., president of the association. | 


Robert Doti, chairman of the en- 


tertainment committee introduced | 


two veteran vaudeville perform- 


.ers—-Tom Ward and Len. Doig. | 
Mr. Ward, who was a member of | 
the vaudeville team of Tom and | 


Dolly Ward, sang several songs 


and told a number of stories. Mr. | 
| Doig accompanied him on the 


piano. 
the program. 


Group singing concluded | 


| Guests at the meeting were: 
| Elstener Hilton, E. C. Atkins & 
Co., Inc.; Howard Knapp, Corbin | 


Cabinet Lock Co. and 


| Screw Corp.: John A. Wright, 
Diamond Expansion Bolt Co. and | 


T. F. SMITH 


president and secretary have re- 
tired from active service, although 
Mr. Jenkins, who has been with 
the company for 52 years, retains 
his secretaryship. 


CELOTEX ENTERS 
GYPSUM FIELD 


Through .the purchase of the 
properties, plant, good-will and 
manufacturing facilities of the 
American Gypsum Co., Port Clin- 
ton, Ohio, the Celotex Corp., 919 
N. Michigan Ave., Chicago, ac- 
cording to H. W. Collins, vice- 
president in charge of merchan- 
dising, has entered the gypsum 





business. The purchase adds a 
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Joseph Eigo, A. N. Nelson Co. 


GIBSON ELECTRIC NAMES 
NEW DISTRIBUTORS 

The Gibson Electric Refrigera- 

tor Corp., Greenville, Mich., has 

announced nine new distributors 


for its Gibson Freez’r Shelf elec- | 


tric refrigerator. They are. Frank 


M. Brown Co., Portland, Me.: | 


H. I. Sackett Electric Co., Buf- 
falo, N. Y.; Raybro Electrical 
Supplies, Inc., Tampa, Fla.; Shel- 
ley’s, Miami, Fla.; 
Equipment Co., Aberdeen, S. D.; 
W. M. Boland, Rapid City, S. D.;: 
Easy Housekeeping Co., Denver, 
Colo.; Modern Appliance & Sup- 
ply Co., New Orleans, La.; and 
the Granite Furniture Ce., Salt 


Lake City, Utah. 


Corbin | i 
veh, | when specified. Only the best material and workmanship 


Rasmussen | 


TUCKER'S FISH-N-FLOAT— CATCHES THE FISHERMAN 


There’s profit here in the demonstratable 


the fisherman shopper the Fish-N-Float 
—and watch the Fish-N-Float sell itself. 


Fish-N-Float comes in three sizes, with 
zipper or lace arrangement for holding 
pneumatic tube, which is optional. 


YOU'LL BE SITTING PRETTY WITH BACKREST PROFITS ! 


The boating season is here. Tucker’s Back- 

rest is a possible sale for every boat owner, 

and also to baseball fan, any sport spectator, 

and chronic picknickers. There’s mass sales 
in this item, too; for stadium 
bleacher rental. 


The Backrest is light, strong, 
easy to carry. Padded for com- 
fort. Folds in middle for con- 
venience in transportation. 


TUCKER MAKES TENTS TO YOUR CUSTOMER'S 
SPECIFICATIONS 


Tucker has a complete line of tents but makes them to order 


goes into TENTS BY TUCKER. 


A CAMPER CONVINCER 


| This camp stool is so compact, con- 
| venient and 


comfortable, campers 
and fishermen buy it on sight. It is 
priced to sell fast and at a nice profit 
for you. 





TUCKER 


DUCK AND RUBBER COMPANY 
Dept. D-5 Fort Smith, Arkansas 
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SILENT SALESMAN 


It's astounding the appeal tools have when displayed on Indestro 


copper colored displays, enhanced by rich green 
store takes on new public interest. 
your business—a constant turn-over materializes. 


frames. Your 


Tools became a major factor in 


You're money 


ahead. You can be in the tool business in a big way with a very 


small investment. 


Put in the whole assortment of silent salesmen 


boards or add a board at a time until you have a uniform depart- 


ment. 


punches and chisels, die cast pulleys, V-belts. Every 


They carry assortments of screw drivers, box wrenches, open 
end wrenches, midget cub tools, sockets and fittings, 


fender tools, 
Indestro Tool 


is designed and manufactured to give utmost consumer satisfaction. 
Equip your store with these hard-hitting sales builders and enjoy 


what they will do for you. 


Get Indestro's new 100-page catalog featuring many money makers. 


INDESTRO MANUFACTURING CO. 


Dept. HA-3—2649 N. Kildare Ave., Chicago, Ill. 





| 
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BROOKLYN DEALERS HONOR 
LATE R. J. ATKINSON 


More than 30 hardware deal- 
ers and guests of the Brooklyn 
Hardware Dealers’ Assn. attended 
the memorial meeting in honor 
of the late Russell J. Atkinson 
on May 12, at the Johnston 
Building, Nevins St., Brooklyn, 
N. Y. Mr. Atkinson, an outstand- 
ing figure in the hardware indus- 
try during his life, served as 
president of the National Retail 
Hardware Assn., highest honor 
in the industry, was a director 
and president of the New York 
State Retail Hardware Assn. and 
served as director and president 
of both the Brooklyn and Metro- 
politan Hardware Associations. 

Alex W. Dow, president, turned 
the meeting over to the honorary 
chairman, Henry A. Cornell, re- 
tired hardware merchant, Brook- 
lyn, who recalled his friendship 
and business association with 
Mr. Atkinson during many years. 
Other individuals, close friends 
of Mr. Atkinson, were introduced 
by Mr. Cornell. A. C. Flamman, 
counsel of the Brooklyn Assn., 
Brooklyn, told of the many con- 
tributions Mr. Atkinson had 
made to his community and ex- 
tolled him as a citizen of the 
highest order. George G. Hoy, 
associate editor, HARDWARE AGE, 
New York, recalled the activities 
of Mr. Atkinson in the hardware 
industry and his work in behalf 
of better understanding and 
closer cooperation among all 
units of the trade. Fredrick 
Pfeifer, Payson Co., New York, 
spoke of Mr. Atkinson as an 
ideal family man and of his love 
of people. Letters from G. W. 
Spence, president, Peoples Na- 
tional Bank of Brooklyn, and 
Edw. F. Daily, hardware mer- 
chant, Brooklyn, were read and 
related interesting events in the 
business life of Mr Atkinson. 
Following the meeting members 
and guests gathered at Joe’s Res- 
taurant, where a supper was 
served. 


WEST COAST SALES AGENTS 
FOR STANDARD TUBE CO. 


The Standard Tube Co., De- 
troit, Mich., has announced the 
appointment of The Union Hard- 
ware & Metal Co., Los Angeles, 
Cal., as southern California dis- 
tributor of welded steel tubular 
products. A complete stock of 
cold rolled welded steel tubing 
will be maintained at its Los An- 
geles warehouse in sizes up to 
and including 4 in. in outside di- 
ameter. 

George F. Emanuels, with of- 
fices at 617 Western Mutual Life 
Building, Los Angeles, Cal., has 








been appointed district represen- 
tative for southern California. 
Mr. Emanuels was formerly iden- 
tified with the Republic Steel 
Corporation on the Pacific Coast. 
A. E. Garnjost, with offices at 
544 Market Street, San Fran- 
cisco, Cal., has been appointed 
district representative for north- 
ern California. 





MISS RICHMOND, TREAS. 
CLARK WITBECK, RETIRES 


Miss Mary L. Richmond, trea- 
surer of the Clark Witbeck Co., 
wholesale hardware firm of Sche- 
nectady, N. Y., for the past 45 
years, was the guest of honor at 
a testimonial dinner given in her 
honor recently by company em- 
ployees. Miss Richmond has re- 
signed her position with the com- 
pany and is retiring from active 
business. At the annual meeting 
of the board of directors of the 
company, a special resolution re- 
garding Miss Richmond was 
passed. It stated: 

“Resolved, that the board of 
directors of the Clark Witbeck 
Co. does acknowledge with grati- 
tude the long and faithful service 
of Miss Mary L. Richmond and 
accepts her resignation with re- 
gret and on her retirement desires 
to express to her in behalf of the 
company its appreciation for her 
long service and express the fur- 
ther wish she shall enjoy good 
health and happiness for many 
years to come.” 

Several poems in honor of Miss 
Richmond were read and a gift 
from the company’s employees 
was presented to her by Campbell 
P. MacRae. 


ONTARIO KNIFE CELEBRATES 
FiFTIETH ANNIVERSARY 


The Ontario Knife Co., Frank- 
linville, N. Y., is celebrating its 
50th year as a cutlery manufac- 
turer. To mark the occasion of 
its Golden Anniversary, the com- 
pany, this year, is featuring a new 
finish, “Rosette Finish,” which is 
patented and consists of a design 
of innumerable rosettes, each of 
which captures light rays and re- 
flects them like the facets of a 
diamond. 


SCANDINAVIAN AGENT 
VISITING AMERICA 


August Winkelmar, manager 
of the Copenhagen, Denmark, of- 
fice of John H. Graham & Co., 
105 Duane Street, New York 
City, is now in America visiting 
the factories which the Copen- 
hagen office represents in a sales 
capacity. Mr. Winkelmar travels 
in Norway, Sweden, Finland and 
Denmark for the Graham organi- 
zation. 
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CROCKER MANAGES G-E 
AiR CONDITIONING 


Stuart M. Crocker has been 
named manager of the air con- 
ditioning department of the Gen- 
eral Electric Company, effective 
at once, according to an an- 
nouncement by Charles E. Wil- 
son, executive vice president of 
the company. Simultaneously, it 
was announced that the commer- 
cial refrigeration activities of the 
company, now located at Cleve- 
land as part of the appliance and 
merchandise department, had 
been relinquished by the latter 
and assigned to the air condi- 
tioning department. 

Mr. Crocker is assuming his 
first connection with a General 
Electric domestic department, but 
has been associated with execu- 
tive divisions of the company 
since 1921, when he graduated 
from Harvard. He has relin- 





quished his duties as assistant 
to the executive vice president 
to take over the new air condi- 
tioning post, but remains a vice 
president of the International 
General Electric Company, to 
which he was elected in 1930. 
His headquarters will be at 
Bloomfield, N. J. 


LINCOLN ELECTRIC OPENS 
DULUTH OFFICE 


The Lincoln Electric Company, 
manufacturer of arc welding 
equipment, Cleveland, Ohio, an- 
nounces the opening of a new 
office in Duluth, Minn., at 222 
S. Twenty-first Avenue, East. A 
stock of electric welders, elec- 
trodes and supplies will be main- 
tained for serving the Duluth 
area. I. R. Bartter, formerly with 
the Minneapolis office of the 
company, will be in charge of 
the new branch. 








GEM DRY SHAVER IS CONTEST PRIZE 


The American Safety Razor 
Corp., Brooklyn, N. Y., is spon- 
soring a Gem-lectric Dry Shaver 
contest promotion which has been 
reported successful in all parts of 
the country. The contest is en- 
tirely a dealer’s contest. It cen- 
ters about a window display with 
a picture of a man. Window 
shoppers are invited to guess how 
fast the man shaved. The person 
guessing most accurately receives 


Window display used in Gem-lectric promotion 
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a free Gem-lectric Dry Shaver. 
The shaver, to be awarded as a 
prize, is given free to the dealer 
as part of a special deal accom- 
panying the contest. To capital- 
ize on the gift trade for gradu- 
ation and Father’s Day, special 
gift wrappers are being supplied 
also. Inquiries pertaining to the 
contest should be addressed to 
the Gem-lectric Division of the 
American Safety Razor Corp. 


















IF YOU CAN'T 
CONCEAL THE 
CLOSERS, USE OUR 
GOOD-LOOKING 'MIRACLE” 

















The LUM Miracle” 


TRADE MARK 


STREAMLINED DOOR CLOSER 


Where it is impractical to conceal the door closers (above, in, or be- 
low the doors) the next best idea is to use this good-looking, new 


streamlined closer, now available in the two sizes most needed—-C 
and D. Three big advantages: (1) trim, modern appearance, (2) a 
surface easy to clean, (3) the option of making the closer incon- 





spicuous by finishing WITH the door and wall, or giving it almost 
ANY finish, for decorative effect, at low cost. 


It’s the Standard 
LCN Closer... 


Inside is the standard LCN Sur- 
face Type Door Closer — proved 
superior in its many years service 
on hundreds of thousands of doors. 
Mechanically this closer is un- 
changed, but its outward appear- 
ance is completely transformed by 
its being covered 


... With a “Miracle” Housing 


The housing, in two sections, is 
easily and quickly applied, or 
removed. It makes no change 
whatever in the closer’s opera- 
tion, but gives it a pleasing, har- 
monious form and a smooth sur- 
face which can easily be given a 
bright or dull metal, or almost 
any other, finish at small cost. 





Present LCN Closers Convestilie 


Any LCN standard surface type closer (Size C or D) can be con- 


verted, in a few minutes, to ‘‘Miracle’”’ form by applying the housing 


and changing the arm. Think what this means in your moderniza- 


tion work! For full details of this and other LCN Door Closers 


address Norton Lasier Co., 466 W. Superior Street, Chicago, Ill. 








LC 











Concealed and Surface 
Door Closers - 86 Types & Sizes 


HARDWARE COMPANY 
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HACK SAW FRAMES 


Chalk up an all around 
“OK” for these UNION 
HARDWARE Hack Saw 
Frames! They are popular- 
priced; you can sell them 
at a worth-while profit; and 
you can depend on the 
famous UNION HARD- 


WARE name for the kind of quality that assures 


customer satisfaction. 


UNION HARDWARE 


Hack Saw Frames are sturdily built to stand more- 


than-ordinary punishment. 


A simple adjustment 


feature assures that the saw blade is rigid and 


properly tensioned at all times. 


Get all the facts 


from your jobber today and put these exceptional 
hardware values to work in your store. 


SCREW 
ADJUSTMENT 


No. 2115 Nickel plated 
frame adjustable from 
8” to 12”. Corrugated 
steel pistol grip. Depth 
of frame, 214”. 


No. 2165 Extra sturdy 
frame with heavy steel 
connection and double 
end adjustment. Cor- 
rugated steel pistol grip. 
Depth of frame, 234”. 


No. 2150 Nickel plated 
frame adjustable from 
8” to 12”. Has screw 
handle attachment for 
tightening blade. Depth 
of frame, 2%”. 


No. 2100 Similar to 
above, but with wing 
nut adjustment for 
tightening blade. 


HARDWARE COMPANY 
Gw EWE Ged § 


REC.US.PAT. OF F 


ESTABLISHED 1854 


TORRINGTON, CONN. 


NEW YORK OFFICE 


IS|I CHAMBERS STREET 


Francis E. Van Buskirk, vet- 
eran sales supervisor for the 
Richards & Conover Hardware 
Co., Kansas City, Mo., passed 
|} away May 16th at the Trinity 
Lutheran hospital in that city. 
Mr. Van Buskirk’s death came 
just 24 hours after his 54th anni- 
versary of continuous service with 
the Richards & Conover Co. He 
would have been 81 years old on 
June 1. 

As a newly married country 
school teacher from New York. 
he came to Kansas City in 1885 
and obtained work in the stock 
room of the Richards & Conover 
organization. He spent his entire 
business career with the com- 
pany, aiding its growth into one 
of the largest hardware whole 
sale concerns in the middle west. 
Fifty years of his services to the 
company were given in a sales 
capacity over a wide middle 
wesiern territory. In recent years, 
he put his experience and abili- 
ties to use in managing and 
advising younger men of the or- 





ganization. 


EDWARD KATZINGER 


Edward Katzinger, 76, founder 
| and for 51 years president of the 
Edward Katzinger Co., Chicago. 
| manufacturer of kitchen  hard- 
| ware specialties, passed away re- 
cently in Miami Beach, Fla. He 
was a member of the Harpware 
| Ace Fifty Year Club. 


Mr. Katzinger founded his | 


| manufacturing business in 1888 
| and in its early days did most of 


' the selling himself. Later as his 


| business expanded, he engaged 
| his staff and at the time of the 


|eompany’s fiftieth anniversary 


EDWARD KATZINGER 


OBITUARIES 


FRANCIS E. VAN BUSKIRK DIES: 
WITH RICHARDS & CONOVER, 54 YEARS 


He had a first-name speaking 
acquaintance with hardware and 
lumber dealers from Kansas City 
to Colorado and the Gulf and he 
was a familiar figure at the west- 
ern conventions. It was common 
for young men to go to Mr. Van 
Buskirk to obtain advice on 
where to locate new businesses 
and on other sales problems. 
From his early days in the Rich- 
ards & Conover warehouse, he 
had practical knowledge of the 
50,000-item catalog and was 
recognized as an expert on fine 
tools and finished hardware. 

For many years he had been a 
leading figure in the company’s 
Twenty-Year Service Club. He 
was a past president of the Kan- 
sas City Hardware, Implement 
and Tractor Club. 

Mr. Van Buskirk leaves two 
sons, F. E. Van Buskirk, Jr., and 
Earl J. Van Buskirk, who is sale- 
manager of the cutlery division, 
Landers, Frary & Clark, New 
Britain, Conn. 





| celebration, the company em- 
| ployed over a 1,000 persons in 
four factory plants. He contin- 
ued in active control of the com- 
pany with his son Arthur as 
vice-president. 
He leaves a daughter, Laura 
Jane Marder, his son, Arthur, and 
a sister. 


JONATHAN E. BROWNING 


Jonathan E. Browning, 80. 
member of the noted arms family. 
passed away May 17 at New 
Haven, Conn. He was stricken 
while conferring with officials of 
‘the Winchester Repeating Arm- 
Co., regarding an improved semi- 
automatic rifle. Brother of the 
late John M. Browning, whose 
two types of machine guns were 
adopted by the Army in 1918. 
Jonathan Browning had_ been 
making guns as a hobby since he 
was a boy. He was one of three 
brothers who founded the arms 
company that bears their name. 
A third brother, Matthew S. 
Browning, organized the company 
that marketed the Browning guns. 





ALVIN A. SPRAGUE 


Alvin A. Sprague, representa 
|tive in Detroit, Mich., for the 
|! icholson File Co., Providence. 
|R. L, passed away May 13. 
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HOWARD E. MARSHALL 


Howard E. Marshall, retired 
director and purchasing agent of 
the Russell, Burdsall and Ward 


Bolt and Nut Co., Port Chester, | 








HOWARD E. MARSHALL 


N. Y., passed away May 12. Mr. | 


Marshall’s father had served for 
56 years as paymaster and gen- 
eral office manager of the Russell, 
Burdsall and Ward Bolt & Nut 
Co. 

Mr. Marshall went to work for 
the company as an office boy 
when he was 17 and was pro- 
moted to assistant bookkeeper, 
then bookkeeper and in 1899, 
purchasing agent. He retired in 
March, 1937. He was a member 
of the former Hardware Club, the 
American Steel and “Wire Fifty 
Year Club and the HArpware 
Ace Fifty Year Club. His widow 


and a brother survive. 


ROBERT G. NUSS 


Robert G. Nuss, 68, president 
of the Nuss Implement Co., 
Madison, Wis., and a past-presi- 
dent of the National Federation 
of Implement Dealers’ Associa- 
tions, passed away recently. A 
native of Iowa, Mr. Nuss entered 





| business in Madison in 1911. Two 
| years later he formed the Nuss 
Implement Co. and had been its 
president and manager ever since. 
He first entered the implement 
business as a salesman in 1894. 
| His widow survives. 


A. D. VANDERVOORT 


Adelbert D. VanDervoort, of 
the VanDervoort Hardware Co., 
Lansing, Mich., passed away sud- 
denly while on a buying trip to 
Milwaukee, Wis. Mr. VanDer- 
voort was 45 years old. Death 
was attributed to a heart attack, 
which came unexpectedly follow- 


ing dinner. 

\ prominent business and civic 
leader, Mr. VanDervoort’s hard- 
| ware merchandising abilities are 
well known to readers of HaAkp- 
wake Ace. A native of lowa, he 
went to Lansing as a child. His 
father, Albert T. VanDervoort, 
established the present hardware 
business in Lansing. 

“Del” VanDervoort made hob- 


hies of the departments in his 





A. D. VANDERVOORT 


store, especially the fishing and 
hunting section and the nursery. 
During the Christmas season his 
main interest was devoted to toys 
and under his supervision, out- 
standing toy displays were cre- 
ated. 

He was a past president of the 
Michigan Retail Hardware Asso- 
ciation and a director of the Na- 
tional Retail Hardware Assn. 

While a student at Michigan 
State College, he won fame as a 
football player. He played in 
the era before the three-year rule 
and was a letter winner as a 
guard on teams in 1914, 1915, 
and 1916, and returning from the 
war, again in 1919. In his last 
season, he was one of five cap- 
tains who lead the team. 


He leaves his widow, three 
daughters, and three brothers, 


Thomas, Edward, and Frank, all 
of Lansing, the first two having 
been associated with him in the 





ROBERT G. NUSS 


1939 





hardware business. 
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Wrought Stee! Screen Door Sets 
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No. 830 


Wrought Stee! Garage Hardware 


Quality Products Manufactured Since 1899 


(GRIFFIN 


Manufacturing Company 





NEW YORK: 45 Warren St. 
CHICAGO: 162 WN. Clinton St. 





ERIE. PENNSYLVANIA 


AGENTS 
BOSTON: 100 Purchase St. 
SAN FRANCISCO: 703 Market St. 
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UNITED STOVE CO., Ypsilanti, Mich. 


Quality Oil Cook Stoves and Heaters 
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In Laclede FURNACE CEMENT the 
extra strength of this superior 
product makes it ideal for sum- 
mertime furnace installations... 
it won't disintegrate during long 
periods of non-use. You get a 
stronger joint and it stays tight. 
In furnaces, hot or cold, Laclede 
FURNACE CEMENT 


» DRIES FASTER 
» SETS STRONGER 
» LASTS LONGER 


NEW! 
Laclede FIREZIST PLASTIC 
LINING, hand moldable 
plastic refractory for 
furnaces, stokers, oil 
burners. 


Sample on request. 


LACLEDE-CHRISTY $2 Lous 
ee 


Makers of Fine Heat Resist- 
ing Products Since 1844. 








FRANK J. KOZELKA 


Frank J. Kozelka, 66, promi- 
nent retail hadware merchant of 
Chicago, Ill., and former presi- 
dent of The Chicago Retail Hard- 
ware Association, passed away 
recently. Mr. Kozelka had been 
in the retail hardware business 
for 29 years and formerly was in 
the clothing business. He had 
been active in trade association 
affairs, and after serving four 
years on the board of directors 
of the Chicago Retail Hardware 
Assn., he was president during 
1933. 

Mr. Kozelka leaves his widow, 
four sons and two daughters. 
Robert J. Kozelka is now oper- 
ating the hardware store. J. Ben 
Kozelka is associated with the 
Morely-Murphy Co., Green Bay, 
Wis. 


JACKSON DAVIS ALLEN 


Jackson Davis Allen, 52, man- 
ager of sales, cold finished prod- 
ucts, Jones & Laughlin Steel 
Corp., Pittsburgh, Pa., passed 
away May 10. Mr. Allen’s entire 
business career had been with 











Jones & Laughlin. He started 
with the corporation 1903 in the 
order and shipping department, 
was transferred to the cold fin- 
ished sales department in 1910 
and was appointed manager of 
that department in 1930. 





FRED J. STRONG 


Fred J. Strong, 61, senior part 
ner in the retail hardware firm 
of Strong & Manley, Eagle River. 
Wis., died recently. Mr. Strong 
was a veteran of the Spanish- 
American war. He taught schoo! 
five years in his youth and served 
on the Ragle River High School 
board for 15 years. He mastered 
aviation after he was 55 years 
old and had several hundred 
hours of flying time. He founded 
the hardware business in 1907. 





ARNOLD REIBESTEIN 


Arnold Reibestein, 35, associ- 
ated with the Raymer Hardware 
Co., wholesale and retail hard- 
ware firm of Saint Paul, Minn., 
passed away May 6th. Mr. Reibe- 
stein was with the company for 
16 years in its builders’ hardware 
contract department. 








360,000 ELECTRIC RANGE 
SALES FORECAST 


Sales of electric ranges this 
year will probably reach 360,000 
units, according to an estimate 
made by Pierre L. Miles, new 
vice-president of the Globe 
American Corp., Kokomo, Ind. 
Mr. Miles is in charge of distri- 
bution on a new line of ranges 
brought out by the company. The 
estimate was made after a new 
market analysis made in the light 
of Mr. Miles’ 25 years’ experience 
in the field. 

Decreasing power rates, lower 
retail prices, Modern Kitchen 
Bureau activities, rural electri- 


‘fication and department _ store 


programs were named as factors 
in the sales pickup. 


GROUP MEETINGS AT 
CREDIT CONGRESS 


The National Association of 
Credit Men, 1 Park Ave., New 
York City, has announced the 
various group meetings and the 
names of chairmen and _ vice- 
chairmen scheduled for the 44th 
annual Credit Congress, June 11 
to 15, at Grand Rapids, Mich. 
Approximately 2000 credit exec- 
utives representing .manufactur- 
ing, wholesaling and banking 
firms throughout the country are 
expected to attend the sessions. 

Group meetings of interest to 
the hardware industry are: hard- 
ware manufacturing, E. E. Ogren, 
The Stanley Works, New Brit- 


ain, Conn., chairman; hardware 








wholesaling, T. W. Allen, The 
Belknap Hardware & Mfg. Co., 
Louisville, Ky., chairman, and 
vice-chairman, A. J. Buling, The 
Hamilton Steel Co., Cleveland, 
Ohio; electrical and radio, chair- 
man, E. R. Meggs, General Elec- 
tric Supply Corp., Grand Rapids, 
Mich.; paint, varnish, lacquer 
and wallpaper, chairman, H. E. 
Rhell, John T. Lewis & Bros. Co., 
Philadelphia, Pa.; plumbing and 
heating, chairman, W. W. Loop, 
The Grinnell Co., St. Louis, Mo., 
vice-chairman, E. G. Hurt, Rich- 
ards Mfg. Co., Grand Rapids, 
Mich.; building material and 
construction, chairman, N. D. 
Bragg, McCrady-Rogers Co.. 
Pittsburgh, Pa.; machinery and 
supplies, chairman, R. D. An- 
drew, American Blower Corp., 
Detroit, Mich.; iron and steel, 
chairman, B. G. McGrew, Scully 
Steel Products Co., Cleveland, 
Ohio, vice-chairman, J. G. Hol- 
land, Moore-Handley Hardware 
Co., Birmingham, Ala.; automo- 
tive supplies, chairman, E. M. 
Palmer, Hinsdale Mfg. Co., Chi- 
cago, Il. 


DWYER BUYS HOUSEWARES 
FOR ILFELD MERCANTILE 


Albert Dwyer is now buying 
housefurnishings for the Chas. 
Ilfeld Mercantile Co., Albu- 
querque, N. M. He was formerly 
housefurnishings’ buyer for the 
Zork Hardware Co., El Paso. 
Tex. Carl Goodman succeeds 
Mr. Dwyer at the Zork company. 
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ZOLLNER IS ASST. SALES MANAGER 


KARL ZOLLNER 


WICKWIRE SPENCER HARDWARE PROD. 


K. A. Zollner has been ap- 
pointed assistant sales manager 
of the Hardware Products Divi- 
sion of the Wickwire Spencer 
Steel Co. and its subsidiary, the 
American Wire Fabrics Corp., 
manufacturers of insect screen 
cloth, hardware cloth, poultry net- 
ting and other hardware items. 


Mr. Zollner, who has been as- 
sociated with the advertising de- 
partment of the two companies 
for the past 12 years, will con- 
tinue to direct the advertising 
and promotional activities with 
offices at the company’s new lo- 
cation, 500 Fifth Ave., New York 
City. 











BUFFALO PAINT ASSN. 
ELECTS OFFICERS 


Milton L. Black, Spencer Kel- 
logg & Sons, Buffalo, N. Y., has 
been elected president of the 
Buffalo Paint, Varnish and Lac- 
quer Assn., succeeding J. Clar- 
ence Rother, Pratt & Lambert, 
Inc., Buffalo. Other officers 
elected are: Andrew S. Butler, 
Jr., McDougall-Butler Co., Inc., 
vice-president; Homer H. Steel, 
Pittsburgh Plate Glass Co., trea- 
surer, and James O. Meyers, 
James O. Meyers Co., secretary. 
ELECT MERKIN PRES. OF N.Y. 

PAINT ASSOCIATION 


M. J. Merkin, M. J. Merkin 
Paint Co., Inc., New York City, 
was elected president of the New 
York Paint, Varnish & Lacquer 
Association at the annual meet- 
ing of the association held May 
1] in the Music Room of the 
Hotel Biltmore, New York City. 
Thurlow J. Campbell, Valentine 
& Co., retiring president, was 
elected vice-president for the en- 
suing year. Louis Gillespie, Gil- 
lespie-Rogers-Pyatt Co., Inc., was 
elected secretary. Hendrick E. 
Henarickson, S. Winterbourne & 
Co., was again reelected trea- 
surer of the association. C. Fran- 
cis Beatty, Socony Paint Prod- 
ucts Co. Inc., Graham W. 
Corddry, Titanium Pigment Corp., 
and Henry I. Gilbert, Capitol 
Paint & Varnish Works, Inc., 
were elected members of the ex- 
ecutive committee. Harry R. Hill- 
man, Eagle Paint & Varnish 
Works, Inc., chairman of the 
nominating committee and a past 
president of the association, com- 
plimented Retiring President 
Campbell on his efforts in behalf 
of the association. 

Announcement of the organi- 
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zation’s annual sports outing to 
be held June 8 at the Hemp- 
stead Golf Club, Hempstead, 
Long Island, N. Y., was made by 
Louis Gillespie, retiring chair- 
man of the program-entertain- 
ment committee. The evening’s 
program was concluded with an 
excellent bill of professional en- 
tertainment, including roller skat- 
ers, jugglers, dancers and musi- 
cians. 


LEWIS HEADS ANCHOR 
STOVE SALES 


‘Clifford M. Lewis has been ap- 
pointed sales manager for the 
Anchor Stove & Range Co., New 
Albany, Ind. W. H. Terstegge, 
president of Stratton & Terstegge, 
Louisville, Ky., is president of 
the Anchor organization and E. 
A. Richert is treasurer. 


MALLEABLE STEEL RANGE 
MAKES ELECTRIC STOVES 


The Malleable Steel Range 
Co., South Bend, Ind., has en- 
tered the electrical appliance 
field with a new electric range 
and water heater. This company 
has been making stoves exclu- 
sively for 41 years. 


HESS IN HOUSTON FOR 
REPUBLIC STEEL 


Gordon F. Hess, since 1931 
assistant manager of sales, alloy 
steel division, of the Republic 
Steel Corp., Massillon, Ohio, has 
been appointed sales manager of 
the Houston, Tex., district. Mr. 
Hess entered the steel business in 
1917 in the metallurgical depart- 
ment of the Federal Steel Co., 
which later went into the Central 
Alloy Steel Co., and is today a 
part of the Republic. 





ASY TO SELL.. 
err 


STAY SOLD! 





With the Greenlee to offer, the retail salesman 
has a decided advantage when a customer asks 
for a spiral screw driver, because there are many 
things about them that make that brand easy to 
sell. Appearance, alone, is definitely in their 
favor. They look well balanced, nicely finished 
and, of outstanding importance, it can be seen at 
a glance that the spiral is fully enclosed at all 
times. 


After a Greenlee is purchased, these same fea- 
tures, plus many others, keep them sold. The 
chromium finish keeps them looking right, the 
enclosing sleeve keeps out dirt and makes it im- 
possible to pinch the fingers. They stand up, 
too, because every part is made to operate with 
a minimum of wear. 


ASK FOR NEW TOOL CATALOG NO. 31 if you 
would like to know more about these screw 
drivers and the Greenlee line of auger bits, ex- 
pansive bits, bit extensions, chisels, gouges, draw 
knives, turning tools, etc. Please mention the 


name of your jobber when writing. 


GREENLEE TOOL CO. 


1715 Columbia Ave. Rockford, IIlinoi 
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Dinner tendered to John P. Murta at the Art Club, Philadelphia, May 11, 1939 


JOHN P. MURTA HONORED MAY 11 ON HIS 50th ANNIVERSARY 
AS PARTNER IN MURTA, APPLETON & CO., PHILADELPHIA 


Thirty business friends gath- 
ered at the Art Club, Philadel- 
phia, Pa., 


| 


on May Il, 1939, to | 


pay tribute to John P. Murta, in | 


celebration of his 50th anniver- 


sary as a partner in the firm of | 


Murta, Appleton & Co., Phila- | 


delphia, Pa. A special souvenit 





JOHN P. MURTA 


testimonial with an 
Mr. Murta was distributed which 
aptly expressed the high regard 
in which he is held. This reads 
as follows: 

“We, a small group of your 
business friends, take this oppor- 
tunity to celebrate the Golden 
Anniversary of your partnership 
in Murta, Appleton & Company, 
and especially to express to you 
our deep, sincere regard and 
friendship built up through a 
half century of personal and busi- 
ness relations between us—rela- 
tions of which we may all be 
justly proud. 

“During all these years, your 
business dealings with architects, 
builders, home-owners and manu- 
facturers have been characterized 
by integrity, fair play and intelli- 
gent cooperation, with the result 
that you are considered one of 
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etching of | 


the foremost contract hardware 
authorities in the country. 

“We, your friends, wish you 
many more years of health, hap- 
piness and active endeavor in 
your chosen field.” 

Gerald M. Coholan, The Staniey 
Works, was chairman of the com- 
mittee of arrangements in which 
work he was assisted by Walter 
J. Morris, Reading Hardware 


| Corp.; Munroe H. Parson, P. & F. 


| Corbin, and G. Norris Williams, 








The Oscar C. Rixson Co. Mr. 
Morris acted as toastmaster. 

P. F. King, general manager. 
The Stanley Works, New Britain, 
made the principal address, tell- 
ing of Mr. Murta’s business life, 

and the 
was held 
the industry. 

Charles J. Heale, editor, Harp- 
warE Ace, New York City, pre- 
sented Mr. Murta with a certifi- 
cate of membership in the Harp- 


esteem in 
throughout 


his success 


which he 





ware Ace Fifty Year Club and 
R. W. Chamberlain, sales mana- 
ger, The Stanley Works, gave a 
humorous monologue which bur- 
lesqued a_ travelogue. Harry 
Appleton, a partner of Mr. 
Murta, told of his most pleasant 
relations with his partner and of 
his hopes that the partnership 
might long continue. Paul Eas- 
by-Smith, Washington, D. C., 
vice-president, National Contract 
Hardware Association, brought 
the greetings of that body in 
which Murta, Appleton & Co. are 
charter members being well 
known as specialists in builders’ 
hardware work. 

4 chair and ottoman 
presented to Mr. Murta. 


were 


JERSEY GROUP PLANS 
PICNIC, JUNE 11 


The Hardware and Allied Tra- 
velers’ Assn., Inc., 786 Broad St., 








Newark, N. J., at its May 12 meet- 
ing, voted to hold its second 
annual picnic at Forest Lodge. 
Mt. Bethel, North Plainfield. 
N. J., on Sunday, June 11. 
Marks, vice-president of the asso- 
ciation was appointed chairman 
of the entertainment committee. 


Louis 


NUTMEGGERS HEAR 
INSURANCE TALK 


At the May 10th meeting of 
The Nutmeggers, Inc., held at 
the City Club of Hartford, Conn., 
E. Malcolm Smith of the Travel- 
ers’ Insurance Co. spoke on “Od- 
dities in Insurance.” Guests at 
the meeting were Robert Smith, 
Smith & Klebes. New Britain, 
Conn., and Henry Jubelt of the 
Valley Mill Supply Co., Water- 
bury, Conn. The Nutmeggers 
will hold their annual 
outing on Wednesday, June 4th, 
at the Indian Hill Country Club, 
Newington, Conn. 


summer 








THEY SELL SUPERKLEEN BRUSHES 





A. H. Mohrhusen, manager Superkleen Brushes, Brooklyn, N. Y., announces the formation 
of an additional corps of brush salesmen to work direct from the factory and to support in the 
field the efforts of several hundred paint salesmen who sell this line. In the photograph of a 
recent sales meeting at the Hotel St. George, Brooklyn, N. Y., the men are—seated left to right. 
first row: Messrs. W. H. Howe, assistant superintendent (guest of honor), Wendell P. Edwards, 
Vorton C. Woodward, Lewis Albert Brannon, T. Vincent Boener, Stanley R. Goodrich; Second 
row: Messrs. Richard C. Jones, Jack Park, James P. Stevenson, Roy E. Bryan; Standing: A. H. 


Vohrhusen, manager, Brush Division. 
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Aladdin 
Presents its New. 


REFILLABLE 


VACUUM BOTTLE 
Popularly Priced 


for 
Fast Selling 


Not SOLD THROUGH CHAIN STORES OR 
MAIL OrpDeR Houses 


nY-LO 


TRADE MARK 


Highly Efficient 
Sanitary 
. Durable 


Write At Once for Full Information 


Aladdin Industries, Inc. 
223 West Jackson Blvd., Chicago, Ill. 
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Write your a 


e= Feature the super- 
safe “Model C” NA- 


TIONAL, the greatest forward 

step in pressure cookers! 
Feature the pressure 
cooker endorsed by 

Good Housekeeping, used b nate f 

the government, state 

tural . walvaieiiiae. ex- 

perts everywhere -- NATIONAL! 


ber for complete details of 







PRESSURE COOKER 


EAU CLAIRE. 


WISCONSIN 





Going ... going . . . soon to 
be*gone—this metal roof that 
should be good for years. But 
the nails have loosened and 
pulled out—shortening the life 
of the roof. Why sell unsatis- 
factory nails that cost you good 
customers and good will? 


Sell MAZE—The Nails that Stay Put! 


ANCHOR LEAD HEADS hold 2 to 4 times better than any ordi- 
nary lead head nail—tests prove it! Anchors drive without 
turning. Anchor rings—20 to the inch—prevent loosening 
or twisting. And there are more nails to the pound! 
ZINCLAD CALK-SCREW—rust-proof, leak-proof, pull-proof! 
ONE PIECE construction with concave head that seals 
and plugs the hole. Heavy zinc coating guarantees a life- 
time of roofing service! 


Also Plain Barbed Lead Heads and Flat 
Head Screw Nails. Ask your jobber for 
samples, prices and complete details. 


W.H. MAZE COMPANY - PERU, ILLINOIS 























Styling With Paint Means More Paint Sales 


(Continued from page 45) 


ment of a material that will best 
meet the requirements of the 
times, and one who is thinking in 
terms of his material, translating 
the liquid paint mtu terms of film 
integrity. On the other side, we 
have the owner who is striving to 
preserve his property in keeping 
with the requirements of the times, 
and who thinks in terms of the 
finished appearance of his home. 
Between the dealer and _ the 
owner, is the painting contractor, 
who must so manipulate the liquid 
product of the manufacturer that 
it becomes a solid finish through 
which is secured the desired ap- 
pearance and protection for which 
the owner is paying. 


What It Does 


Let us study just what styling 
does mean to the painting con- 
tractor. First, it creates a demand 
on the part of the home-owner for 
information as to whether his 
house can be styled. Second. it 
offers a new sales approach for 











the painter that holds a definite 
interest for the owner. Third, it 
cancels out the feeling of uncer- 
tainty as to proper treatment the 
house should receive. 


What It Is 


Let us review briefly, what styl- 
ing is. “Styling With Paint” con- 
sists of distributing colors that are 
currently in demand and using 
them in the painting of a house in 
a manner that follows current style 
trends. Information as to just what 
the current style trends are, is de- 
rived from an analysis of the 
different exteriors and _ interiors 
which have been surveyed by the 
Council for Paint Styling. This 
committee, through the nation- 
wide organization of investigators 
established within the industry. 
has noted changing styles in house 
painting, as applied to dweilings 
that have been constructed within 
the year. 

For information with regard to 
interiors. rooms in model houses, 


tne et 


is dea etanaae 





This window display was recently featured at the model store of the 
Chicago Retail Hardware Association in the Merchandise Mart, Chi- 


cago. 


in a setting suggestive of the vernal season. 
and plenty of merchandise in this window. 
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It featured a springtime display of True Temper garden tools 


There’s plenty of space 











model roums um department stores 
and decorators’ establishments, 
and the colored illustrations from 
the decoration sections and adver- 
tisements of magazines of national 
circulation, were carefully studied 
and analyzed. As a result, it has 
been possible to develop certain 
simple rules with respect to color 
that can be readily applied in the 
painting of houses, if styling is 
to be achieved. 


Interior Style Trends 


1. Plain one-tone walls are most 
popular. 

2. One or two walls should be 
in a color different from the re- 
maining walls. 

3. Panels should be painted to 
match the stile color. 

4. Dado is decreasing in popv- 
larity. 

5. Border spot stencils are in- 
creasing in use. 
6. All-over 
casionally used. 

7. Vertical stripes are popular. 

8. Horizontal stripes are next 
most popular. 


patterns are oc- 


The industry is looking towards 
what is new today. 

Now let us see how information 
with respect to styling is dissemi- 
nated. The Council first reports 
its findings to the manufacturer. 
who in turn acquaints his adver- 
tising, promotional and sales 
forces with the essential informa- 
tion. Through the advertisements 
of the different manufacturers, the 
home-owner is acquainted with the 
fact that there is a style trend in 
exterior and interior painting. It 
is the purpose of the advertise- 
ments to build up a desire on the 
part of an owner, for a home that 
has been styled with paint. The 
sales and promotional groups will 
acquaint the painter and the 
dealer with information as to how 
styling can be obtained. In that 
way, all of the different groups 
in the industry will be working 
cooperatively toward advancing 
interest in paint styling. As a re- 
sult, the paint-job buyer, the 
paint applicator, the paint dis- 
tributor and the paint manufac- 
turer, all stand to benefit from this 
activity, since it serves in a dual 
capacity of both a selling force 
and a buying urge. 
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Colorful Stock Attracts 
Women to This Store 
(Continued from page 35) 


prices. Where possible we will 
give even better prices than those 
stores do, except when they are 
practically giving things away, in 
which case we reduce prices as 
low as is consistent. Having the 
right price all the time is the best 
way to meet competition.” 

A clean, attractively displayed 
stock is good advertising, but, 
says Miss Meyer, “We find that 
our display windows are our best 
advertisement. Passersby seeing 
merchandise in our windows will 
come in for the first time as the 
result of seeing something attrac- 
tive, and will buy other things as 
well. Envelope stuffers on various 
housewares lines, _ particularly 
those having a seasonal appeal, 
are sent from time to time to the 
store’s mailing list of 1500 names. 
All monthly statements are mailed 
with several envelope stuffers on 
seasonal lines and stuffers are 
packed with all merchandise when 
it is turned over to the customers.” 

Both quality lines and medium- 
priced merchandise are featured 
in the store. For example, both 
quality and medium-priced en- 
amel and aluminum lines are 
offered. A wide variety and good 
price range of pottery and glass- 
ware, gadgets, etc., are offered 
although items priced from 25 
cents to $1.00 are most in demand. 

Colorful pottery is shown in the 
front so that all women visiting 
the store immediately see a blaze 
of color when they enter the dis- 
play room. Seasonal lines are 
usually shown on tables in the 
front of the store. Everything is 
within reach of a woman of aver- 
age height which makes the store 
a pleasant place for women to 
shop in as they can easily examine 
the different lines and make their 
own comparisons of items of dif- 
ferent qualities. 

Variety and color lend to the 
attractive appearance of the 
women’s section of this store. 
Since lines are limited to fairly 
fast-moving merchandise, this de- 
partment is a very active part of 
the store, the year ‘round. 
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MILLERS FALLS COMPANY 


Greenfield, Massachusetts 





FOR RETAIL 
HARDWARE 
>t'torRk&s 


New and Improved Merchandise—Display Helps—Sales Literature— 
Window Trims — New Packages — New Colors — Catalogs 


Home Laundry Equipment 


This washer, No. E218, has a capacity 
of 8 lb. dry clothes. Maker states it 


has few moving parts, long serviceabil- 





ity and quiet operation. Controls are 
conveniently located. Wringer locks in 
six positions, has automatic water flume, 
and handy roll tension release. Roll 
pressure adjustment is equipped with 
indicator for proper tensions on dif- 
ferent weight materials. Pump is fric- 
tion driven. New design strainer is said 
to prevent clogging of pump. Thick 
rubber cushion between tub and base 
frame covered with stainless steel ring. 
Height overall is 47 in. The No. E21 
portable ironer has open end roll which 
enables ironing variety of articles be- 





sides flat work. Can be turned by 
hand in either direction. Thermostat 
control provides high, medium and low 
heats between 250 and 450 deg. There 
is also a cut-off switch to operate on 
stored heat without disconnecting the 


ironer. Has full-floating chromium- 
plated shoe. Entire operation con- 


trolled by single hand lever. Motor, 
50 watts; ironing shoe, 1000 watts. 
Shoe ironing surface, 4 by 18 in. Lan- 
ders, Frary & Clark, New Britain, 
Conn. 


*“Bike-O-Nitials”’ 


Made of stainless steel, tarnish- and 





rust-proof. Letter assortment is  scien- 
tifically made. No danger of left-over 
initials, since they are exchangeable or 
redeemable at any time. Individual let- 
ter may be ordered as needed. Packed 
in attractive display boxes containing 





25 complete sets composed of 75 letters 
and 25 black enamel brackets. Sug- 
gested retail selling price is 25 cents 
per set of three initials and_ bracket. 
Monograms, Inc., 1111 Power Ave., 
Cleveland, Ohio. 


Segal Catalog 

Norwalk Lock Co., Division of Segal 
Lock & Hardware Co., Inc., South 
Norwalk, Conn., has issued a new 
catalog on Segal auxiliary and jimmy 
proof locks and hardware, showing rim 
and mortise dead latches, night latches 
and deadlocks. 





Blanket Pin Display 


This attractive display card holds six 
No. 10 Lindsay blanket pins. Pins are 


available in steel, nickel plated or brass, 





nickel plated. Packed either one-half 
gross, carded, to the carton or in bulk. 
one gross to a carton. Perforated Pad 


Co., Inc... Woonsocket, R. 1. 


Garbage Receivers 


These underground garbage __ re- 
ceivers are easy to install, and are made 
in three sizes—l0, 15, and 20-gallon. 
Renewal inner pails are popularly 
priced. Eastern Can Co., Boston, Mass. 
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SPRING HINGES 
| Compare the Value 


of 


“Premier” Spring Pivot-Hinges 





It is the value received by your customer, 
in return for his money, that builds good- 
will for your business. 

By comparison “Premier” Spring Pivot- 
Hinges represent a value which architect 
and contractor are quick to recognize. 


Send for New Catalogue No. H-47 


Chicago Spring Hinge Company, 
CHICAGO «NEW YORK 























OF ROPER 
WATER 
SYSTEMS 





Roper Water Systems have 
R a habit of minding their 
®\ own business . . . they go 
along year after year doing 
@ good job without any 
fuss or fanfare. 

That's the kind of service you sell to 
your customers when you sell Roper 
Water Systems . . . and that's exactly 


the kind of service your customers want. 
The Roper unit illustrated here is a 
Double-Acting Single Cylinder Piston 
System which pumps water from any 
aS A earn source down to 22 feet . . . capacity 


250 gallons per hour. 
WATER SYSTEMS Write for complete information on 


both Shallow and Deep Well Systems 








GEO. D. ROPER CORP., ROCKFORD, iLL. 
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Theresa AOLTATE product 


for every Industrial Fastening job 


Specify HOLTITE 


on your next 







YT & Above: 
q '  HOLTITE-Phillips 
Recessed Head: Self 
Centering Screws and 
Bolts—the modern method 


of reducing fastening costs. 





TA 


SCREW COMPANY 
NEW BEDFORD.MASS. 


1t Chattar Pa 








PIPE TOOLS 
ARE SELLING 


Increased new building and home 
repairing has created the heaviest 
demand in years for pipe threading 
tools. Sell “Greenfield” Adjustable 
Stock and Die Sets to plumbers 
and heating contractors. They are 
rugged, long-lived, easy cutting. To 
homeowners show the “O. K.” 
Square Die Sets. Their low price 
makes them easy to sell, especially 
if you stress the free cutting qual- 
ities of “O. K.” pipe dies. There 
are 16 different assortments with 
pipe cutting sizes ranging from 14” 
to 2” pipe. Each set can be fur- 
nished with either plain or adjust- 
able guide stocks. All dies in 
“Greenfield” Adjustable Sets are 
fully guaranteed. Concentrate on 
these popular “Greenfield” items if 
you want to make real profits from 
pipe tools. 


GREENFIELD TAP & DIE CORP. 


Greenfield, Massachusetts 
Detroit Plant: 2102 West Fort 8t. 


Warehouses in New York, Chicago, Los Angeles and 
San Franciseo 


{n Canada: Greenfield Tap & Die Corp. of 
Canada, Ltd., Galt, Ont. 


GREENFIELD 














basements, pits, dams, etc. The com- 
pany’s 1939 price list describing 15 
various products is also available. 


Dandelion-Thistle Eradicator 


This tool is said to cut dandelions 
and thistle and kill the roots in one 
operation. Pressed into ground at base 





“Silent” Yard-Man 


Silent operation made possible by 
free running reel adjustment. Reel 
knives, according to maker, do not ac- 
tually hammer against bed knife, but 
are adjusted for a clearance about equal 
to the thickness of a newspaper sheet. 
Light strong materials have been used 
in construction. Reel blades and bed 
knife are oil-tempered. Made in fol- 
lowing sizes, width of cut, 14, 16, 18, 

R and 21 in., and the respective weights 

| for those cuts are, 41 lb., 42 lb., 45 

+4 Ib., and 48 lb. Yard-Man, Inc., Jack- 
son, Mich. 





of weed, the automatic cutting blade 
cuts stem below the surface and by 
valve-action shed a few drops of killing 
liquid to the root. Its use is said not 
to harm grass or other plants because 
area affected by small amount of fluid 
is just large enough to kill the single 
weed root, and is placed well below 
grass roots. A three-foot hollow han 
dle holds one pint of common two-cent 
household liquid. Suggested retail sell 
ing price, $2.95. Absco Tool Co.. 
Peotone, Tl. 


Waterproofing Booklet 


The Ranetite Mg. Co., 1917 South 
Broadway, St. Louis, Mo., has issued 
a 12-page booklet descriibng its VVV 
cement waterproofing and its bond com- 
pound used for water-proofing leaky 














Bulb Display , 


This new window and counter dis- 





Material is intended to tie in the dealer 
with the light conditioning campaign 
now in progress. Offered free. Wabash 
Appliance Corp., 331-335 Carroll St., 
Brooklyn, N. Y. 


play material features the new Wabash 
“Superlite” light conditioning bulbs. 


Pit 
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Dempster Pump and 
Pump Jack 


On page 118 of the May 4 issue we 
described a new worm drive pump jack 
announced by the Dempster Mill Mfg. 
Co., Beatrice, Neb., but inadvertantly 
illustrated the company’s Dixie Sani-Top 
pump. Both items are illustrated here. 
The jack is designed to operate with 





electricity ur with a gasoline engine. li 
is compact, easy-running and quiet. 
Driving worm is solid steel, machine-cut 
and smaller than a cast iron worm. All 
gears are totally enclosed. Equipped 
with adjustable oak lifting arms, easily 
adjusted for any height pump. If there 
is no pump, will operate on any plat- 
form if used with the large steel base 
for motor or gasoline engines. The 
Dixie Sani-Top pump has a completely 
inclosed sanitary top. Pump is equipped 
with a galvanized piston rod which is 
guided at top of pump and not with 
plunger, thus eliminating much wear on 
leather. Handle oscillates on a ful- 
crum. Sanitary priming hole, with lock 
plug, is placed on sanitary top. Pump 
has high base with splash apron, and a 
completely inclosed spout with a lug on 
spout to hold bucket when pumping. 

















Daisy Rifles - 


The “Lightning-Loader” carbine 500- 
shot repeater, maker states, is built to 
look, feel, and handle like the car- 
bines popular on the western plains 
and in the Rocky Mountains. Made of 
blued gun-steel. Walnut-finish  fore- 
piece and pistol-grip stock. Features 
“Lightning-Loader” shot magazine, ad- 
justable double-notch rear sight. Length, 
34 in., weight, 2 lb. 14 oz. Suggested 
retail selling price, $2.50. The No. 300 
telescope sight is easily attached to any 











NO. 100 BREAK ACTION SINGLE SHOT 
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model by means of universal mounting 
clamps. Two-power lens of universal 
focus produces sharp, enlarged image. 
Telescope is made of blued gun steel 
with rubber eye-piece. Front clamp 
cushioned in rubber to absorb shock. 
Length overall, 19 in., weight, 10 oz. 
Suggested retail selling price, $1.00. The 
No. 100 “Break-Action” single shot is 
of trim, sturdy design, light weight and 
of slightly smaller size. Metal parts are 
of blued gun steel and stock of natural 
hardwood. Length, 31 in., weight, 14% 
lb. Suggested retail selling price, $1.00. 
The No. 104 double-barrel repeating 
air rifle is said to be an exact duplicate 
of high-priced double barrel shot guns. 
Each barrel holds 50 shot. Has auto- 
matic forced-feed in each barrel and 
“breaks” for cocking like a real double- 
gun. Automatic safety insures against 
accidental discharge. Made of heavy- 
gage blued gun steel. Length 38 in., 
weight, 5 lb. Suggested retail selling 
price, $5.00. Daisy Mfg. Co.. Plymouth, 
Mich. 

































































Retails at 


65¢ 


Look at these sales features: 
Exceptionally light weight: 
finger hole through center 
permits firm grip, allows tool 
to be hung on hook: case 
fully encloses blade: six-foot 
nickel plated blade can be 
entirely removed from case. 
It retails at 65 cents. 


OF A/N 


SAGINAW, MICHIGAN New York City 


TAPES . RULES . PRECISION TOOLS 
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PROFIT 


SIZE MARKED 





When you sell Simplex size-morked pump 
leathers you profit in many ways. Simplex 
cost no more than other good packings 
and the size-marked 
waste time due to mistokes and customer 
complaints. 


feature eliminotes 


When you sell a Simplex pump leather you 
know it will stay sold and, furthermore, you 
know thot your customer is satisfied with his 
purchose because it fits the first time. 


Ask your jobber or write us for price list 





eodWay 


GRINDER 





Real Quality Miniature Tools 


Carrying an internationally known tool 
Bame. Correctly designed, correct op- 
erating speeds, genuine high torque 
drill motors. 1000 RPM DRILL, Die 
cast handle and gear case, and_ blue 
erackle steel body, handles 4” in 
steel, $7.05. 20.000 RPM GRINDEK 
to match ore efticient design, more 
power, $5.05 A double sale oppor 
tunity—the Drili and Grinder with 5 
accessories in u fitted steel carrying 
case, $14.95. A Stand that converts 
these tools into a lever fed drill press 
or precision grinder, $3.95. A com 
plete line of Avccessories—Stock Dis 
play Boards, Circulars. Electros, and 
national advertising. Ask your jobber 
or write direct for catalog § sheets 
mailing and counter circulars and dis 
connts, 









SpeedWay Grinder 
sold builds repeating 
accessories business 






DRILL AND 
GRINDER SET 


$449 





SPEEDWAY MFG. CO 
436 8. S2ne Ave.. 
Creore iMinets 
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Cast Iron Chrome Ware 











“Old Fashioned” 
utensils are made from virgin iron and 
are full weight and full size. Have 
hammered sides to add distinction and 
Fryers and skillets have flat 
seasoning. 
Chromium plating is said to be extra 


chromium-plated 


beauty. 


bottoms and = require no 


Thermos Double Display Deal 


No. 3934—ineludes six quart bottles 
four with nested Atherlite cups and two 
with aluminum cups—-which are pur- 
chased at net prices. An additional 
aluminum cup bottle is given free to- 
gether with a wire lfracket that displays 
all four of the nested cups of an Ather- 





heavy and to retain its bright, gleaming 
exterior. Auto City Plating Co.. 3456 


Denton Ave., Detroit, Mich. 


“Universal” Folding Rule 


This rule, in the medium-price class. 
is designed for mechanics, carpenters. 
etc. Made with patented Eagle strike 
plate joints, brass plated. Rules are 
of hard maple. 
wide and consecutive inches are shown 
in sixteenths on both sides. Markings 
are heavy. Catalog on Eagle rules is 
available. Eagle Rule Mfg. Corp., 510- 
520 Hunts Point Ave., New York City. 


Sections are % in. 





lite-cup bottle, and a colorful slip-over 
card that complete an attractive one- 
bottle counter or window display. 
Dealer’s cost of the deal is $8.46. Maker 
states dealer profit at full retail prices 
is over 41 per cent. Deal is effective 
until July 31, 1939. The American 
Thermos Bottle Co., Norwich, Conn. 
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Our extensive line of ready to nail Horse, Mule, 
and Bronco shees is growing in popularity. They 

average horse without alteration—per- 
feetly balanced and shaped. No turning heels or 
welding calks. Nail holes are clean, correctly 
tapered, and spaced. Tough, strong, long wearing. 


— Write for information. — 




















TRIPLEX draws its wire 
for better bolts and screws 


Wire drawn to exact tolerance at TRIPLEX—plus rigid in- 
spection—assures absolute uniformity, accurate deep threads, 
clean-cut points, perfectly formed heads. No costly throw- 
outs. No assembly line delays. Make TRIPLEX your money- 
saving source for all bolt, screw and nut requirements. A 
wise move that keeps customers loyal. Complete ready-to- 
ship stock. Write for samples, prices—today. 


SCREW 


THE 
TRIPLEX‘ 
CAP AND YV SET SCREWS, BOLTS, NUTS AND RIVETS 


* 5317 Grant Avenue ¢ Cleveland, Ohio * 
Millions sold — used in every industry 
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RESULT of 3 
years’ exhaustive 
all-surface tests. 
Made by us from 
extra fine mesh, 
special stamping 
Sheffield Aluminum 
Paste—and a _ specially 
developed acid-free var- 
nish gum liquid that pre- 
vents darkening in cans. 
A_ revelation in color 
superiority, smoothness 
and brilliance. For ex- 
terior or interior use. 
% pt. bottles to 5-gal. 
cans. 


SHEFFIELD also manufactures these other types 
of Aluminum Paint: SHEFFIELD Asphalt 
Aluminum Paint @® SHEFFIELD Government 
Specification Aluminum Paint @® SHEFFIELD 
Aluminum Screen Enamel @ Complete Printing 
Department at your disposal for special label. 


Order NOW from your jobber. Jobbers: Write! 


SHEFFIELD BRONZE POWDER & STENCIL CO. 


3000 Woodhill Rd. Cleveland, Ohio. 





Power Toots 
at Quick-Selling Prices 


Arcade Power Tools enable home crafts- 
men to get the equipment they want for 
their shops at prices they can afford to 
pay. These tools are exceptionally well 
designed and quality built for long serv- 
ice and accurate workmanship. See the 
low prices listed below. Only a part of 
the Arcade Line is shown here . . . write 
for free catalog illustrating all Bench 
Tools, Model Makers and Accessories. 


ARCADE MFG. CO. 


1201 Shawnee St., Freeport, Ill. 









RETAIL PRICES 


Dise Sander, 8/2”... $5.00 
Drill Press, 15” high. 5.30 
Jig Saw, 10” throat.. 5.30 
Belt Sander, 4” x 4” 


GE. on ccccesccee, OD 

Lathe, 8” Swing, 30” 
Order from your Jobber iam aan... 000 

Band Saw, 10” .....18.00 


ARCADE 


Bench Saw, 6” blade.11.00 
Bench Saw, 8” blade .22.50 


Prices west of 
Rockies slightly 
higher. 
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ACME Tackpoint 
Corrugated Fasteners 


@ Try the merchandising package 
which will work for you while you 
are busy doing something else. The 
Acme Tackpoint Corrugated Fast- 
ener display carton is making extra 
sales for hundreds of dealers all over 
the country. Turnover is exception- 
ally fast because practically all your 
customers — homeowners, carpenters, 
almost any one who works with wood 
at all—can use Acme fasteners. Once 
used, repeat business is a certainty. 


Acme Tackpoint Corrugated Fast- 
eners make strong joints, easier and 
faster. The long beveled points and 
sharp cutting edges penetrate, but do 
not crush the wood fibers. The di- 
vergent corrugations tend to draw the 
two pieces of wood closer together. 


Don’t ignore the profit possibilities of 
this fast-moving product that prac- 
tically sells itself. 

+ 


PACKAGED IN THREE POPULAR SIZES 





% x 4, % x 5, or %& x 5—5O fasteners to 
a package—12 boxes in each display carton. 
For large quantity users, standard cartons 
of 250, 500 and 1,000 fasteners; boxes of 100 
fasteners, 10 boxes to a carton; or in the 
hig economical 100 Ib. keg 


1 YOUR JOBBER CAN'T SUPPLY YOU. 
WRITE US DIRECT 


ACME STEEL COMPANY. 


2838 Archer Ave., Chicago, Ill. 
Branches and Sales Offices in Principal Cities 


7 


FREE SAMPLE BOX \art 
es 


i 
ee ee 





Acme Steel Company, 
2838 Archer Ave., Chicago, IIl. 


Gentlemen: 

Send me, without obligation, a free 
package of Acme Tackpoint Corru- 
gated Fasteners. 


Name 
Address 
City State 














Camp and Picnic Grills 


The Genesee charcoal grill is a com- 
plete unit and may be used with or 


without masonry, such as field stone, 


cut stone, concrete or brick. Grill is 








made of gray stove cast iron finished 
in aluminum panel. Size of cooking 
surface is 15 by 15 in. Overall dimen- 
sions, 18 in. wide, 17 in. deep and 11 
in. high. Suggested retail selling price, 


$20. Dealer’s discount, 40 per cent. 
The folding grill is a portable model. 
Maker states ash and spark department 
prevents any sparks or ashes from drop- 
ping to ground. It is said to be im- 
possible for bottom of fire trough tv 
warp or gap open. Folding tubular 
legs are light and rigid. Either end 
of grid may be raised for replenishing 
fire without disturbing cooking food. 
Made in two sizes, one retailing fo: 
$1.85, the other for $2.50. Dealer’s dis- 
count, 45 per cent. Genesee Park Equip 
ment Co., Eden, N. Y. 


Colorful New Packages 


Printed in 
Repro- 


For “Hungry-Jack” lure. 
blue, gray, and white colors. 


duction of “Hungry-Jack” lure, on the 
end makes quick identification possi- 
ble. The “Lighted Pirate,” another lure, 
has received the same treatment. Lloyd 
and Company, 3406 North Lincoln Ave., 
Chicago, II. 








Ice Cubers 


“Club” Cuber No. 55X, has capacity 
of 2,000 or more cubes per hour. Takes 
ice cake 7 in., any height, and cuts 
cubes to 1% in. Operated by 1/3 hp. 
motor, AC, 110 volts, V-belt drive, no 
gears. Has four vertical slotting saws: 
one horizontal cut-off. Made in table 
model also. The “Jumbo” model No. 
K-10 has a capacity of 10,000 cubes per 





hour. Take ice cake 11% in. square 
or maximum of 8 by 13 in. square, any 
height. As a safety feature it has 
double guards that automatically move 
with the ice cake in both directions. 
Operated by 1% hp. motor, 220-440 
volts, 60 cycle, three phase. Floor space 
including stroke of carriage is 40 by 
59 in. Height is 43 inches. Reinhold 
Mfg. Co., 8631 Gratiot Ave., Detroit, 
Mich. 
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An Analysis of Three Types 
Of House Insulation 


(Continued from page 37) 


of the total heat loss is saved by 
each. 

In an effort to indicate this re- 
lationship, the American Gas As- 
sociation conducted a survey of 
heat losses from 450 typical 
houses and arrived at the follow- 
ing average heat losses: 

1—Loss through walls and roof. 
44.4 per cent. 2—Through floors, 
8.8 per cent. 3—Through cracks. 
20.8 per cent, and 4—Through 
glass and doors, 26 per cent. 

These figures represent only 
average losses. While they may 
not apply to every house, most 
houses, on the other hand, will 
lose their heat in the given pro- 
portions, no matter where they 
are located in the heating belt. 

Taking these averages, and cal- 
culating the percentage of each 
saved by its respective insulation. 
using the rated efficiencies as 
given in the Guide of the A.S.H. 
V.E., we find that the following 
materials will give maximum pro- 
tection against each of the four 
heat losses listed by the American 
Gas Association. 

1. Four inches of mineral wool 
in side walls and second floor 


ceiling will effectively reduce the 
loss through walls and ceiling by 
about 75 per cent, or the total 
loss by 33 per cent. 

2. Weatherstripping of windows 
and doors will reduce heat loss 
through window and door cracks 
by 30 to 70 per cent, or 6 to 15 
per cent of the total heat loss, de- 
pending on how well built the 
window is. 

3. Storm sash and _ double- 
glazed windows will reduce the 
heat loss through average win- 
dows by about 60 per cent, which 
represents 16 per cent of the total 
heat loss. 

4. Four inches of mineral wool 
installed in lower floors will re- 
duce the heat loss through them 
by 75 per cent, or the total heat 
loss by 6.6 per cent. 

These figures may serve as a 
general guide to the home owner 
planning to install one or more 
heat stops in his home. His final 
judgment should be_ weighted. 
however, by not only these per- 
centages, but by reference to the 
state and exposure of his house. 
In this way, he may determine his 
precise insulating needs. 





How’s the Hardware Business¥ 


(Continued from page 52) 


compared with $760,110,000 for the 
corresponding period of last year. 
representing an increase of 45 per 
cent,” Thomas S. Holden, vice-presi- 
dent in charge of the Statistical Re- 
search Division, F. W. Dodge Corp.. 
states. Total non-residential build- 
ing for the first ‘quarter of this year 
totalled $346,985,000, the largest 
figure for a comparable period since 
1931, excepting 1937 when the early 
months were influenced by specu 
lative expansion. 
* * * 

Railway Buying Increases— 
Equipment, materials and fuel pur- 
chased by the Class I railroads dur- 
ing the first three months of 1939 
totaled approximately $217,000,000 
as compared with $162,217,000 in 
the first quarter of 1938—an in- 
crease of approximately $54,738,000. 
or 34 per cent—according to figures 
compiled by the Railway Age from 
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special reports received from the 
carriers. “The quarterly total in- 
cluded $119,424,000 of materials. 
exclusive of fuel, received from 
manufacturers as compared with 
$89,850,000. in the corresponding 
period of 1938—an increase of 
$29,574,000 or 33 per cent. Orders 
for new locomotives and cars from 
builders totalled approximately $20.- 
680,000, as compared with $9,537.- 
000 in the first three months or 1938. 
making the total purchases of ma- 
terials and equipment from manu- 
facturers $140,104,000, as compared 
with $99,387,000 in the first quarter 
of 1938—an increase of $40.717.000 
or 41 per cent. 
* * * 


Electricity Output—Produc- 
tion of electricity for light and 
power, in the week ending May 13. 
increased 10.3 per cent over the cor- 
responding 1938 week 











UTICA DROP FORGE & TOOL 





EMPIRE 
PLIERS 


EMPIRE 
- PLIERS 

Tools at Moderote Prices” * 
UTICR DEOP FORGE & TOOL CORP. UTICA ®. ¥. 





Dependable Tools at 
Moderate Prices 


The reception accorded 
EMPIRE PLIERS dur- 
ing National Hardware 
Week proves the need of 
the trade for good tools 
at reasonable prices. And 
EMPIRE PLIERS offer 
exactly this for the house- 
holder and farmer. 


UTICA TOOLS, made 
by mechanics for me- 
chanics, have long been 
recognized as standard. 
The Utica line now in- 
cludes a complete range 
and assures dealer profits 
and user satisfaction. 


CORPORATION. 
UTICA, N. Y. 
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3200 BELMONT AVE. 


WV 


Mathias daa & Sons 


CHICAGO 





State Legislatures Oppose 
Wages and Hours Laws 


(Continued from page 53) 


the house gave second reading to an 
unfair sales act proposal carrying a 
minimum 6 per cent retail mark up. 


IOW A—Reiail groups lost their 
campaign to gain enactment of a 
chain store tax law similar to the 
Louisiana act. which levies a gradu- 
ated tax based on the number of 
stores owned by an organization re- 
gardless of where located. Of four 
bills introduced in the legislature. 
one received approval by the senate 
but died in the house. The Legisla- 
ture passed and the governor ap- 
proved an act to define, regulate. 
license and tax itinerant merchants. 
Also enacted into law was a bill to 
exempt from the sales tax “that part 
of the gross receipts from sales of 
tangible personal property accepted 
as part consideration in the sale 
in Iowa of other property which is 
not in excess of the original trade-in 
valuation.” In the hardware field. 
it particularly affects appliance and 
equipment sales where trade-ins are 
frequently involved. 


KANSAS—The Legislature _re- 
fused passage of a chain store tax 
bill. Enacted into law was a use tax 
to extend the 2 per cent sales tax to 
out-of-state purchases from mail or- 
der houses and other sources. Also 
signed into law was a bill to abolish 
use of tax tokens. Substituted is a 
bracket system for collecting the 
sales tax. 


MAINE 


jected a chain store tax proposal by 


- The Legislature re- 


a decisive margin. 


MARYLAND-~ Bills calling for 
registration of pistel sales and 
amending the fair trade act passed 
both branches of the Legislature, as 
did a measure to prohibit loss lead- 
ers in retail trade. A sales tax pro- 
posal was defeated. An appeal has 
been taken to the State Court of Ap- 
peals from a Baltimore city court 
decision holding. in effect. the state 
fair trade act constitutional. 


MASSACHUSETTS Two 
House bills to prohibit utilities from 
merchandising appliances have been 
withdrawn from the committee on 
power and light and transferred to 
the Legislature for a vote. 


MICHIGAN — Final legislative 
approval had been given a bill to 
prevent pyramiding of the sales tax 
in case of trade-ins. Pending in 
committee were bills to repeal the 
present chain store tax law, and to 


define, license. regulate and tax 
itinerant merchants. House Bill No. 
1, which would restrict a finance 
company’s right to sue for deficiency 
judgments on repossessed merchan- 
dise, was still pending in the senate 
committee on judiciary. Finance 
company representatives contend it 
would increase the cost of financing 
appliances and other merchandise to 
offset losses on repossessed merchan- 
dising that suffered unusual depreci- 
ation. 


MISSOURI — Following failure 
to gain passage of a fair trade bill. 
the Consumers’ Association of Mis- 
souri has started circulation of initi- 
ative petitions for legislation author- 
izing establishment of minimum 
prices at which trade-marked prod- 
ucts may be sold. The House de- 
feated a bill to tax and regulate the 
business of itinerant merchants. 
With 76 votes necessary for passage. 
it received only 61 votes while 45 
were registered against the measure. 


NEBRASKA—On general file 
awaiting a vote of the Senate was a 
bill to enact an unfair sales act. 
prohibiting sales of merchandise at 
less than cost plus 6 per cent. 


NEW JERSEY—-The Assembly 
gave second reading to bills that 
would provide a definite procedure 
in the foreclosure and enforcement 
of chattel mortgages. Still in com- 
mittee were bills to repeal the 1938 
fair trade act, and to prohibit sale 
of merchandise by “chain letter.” 


NEW YORK The Assembly 
passed and the Senate advanced to 
third reading a bill to make it a mis- 
demeanor to sell any article of mer- 
chandise with knowledge that it does 
not contain mark of origin conspicu- 
ously displayed thereon. 


NORTH CAROLINA Final 
legislative approval was given a bill 
to prohibit state agencies or em- 
ployees from selling articles in com- 
petition with private agencies. By a 
vote of 51 to 40, the House defeated 
an unfair sales bill. Previously ap- 
proved by the Senate, it would have 
prohibited retail sales below cost 
plus 6 per cent. 


OHIO—In a move to curb chisel- 
ing on sales tax collections. the 
Legislature passed and the Governor 
signed a measure authorizing issu- 
ance of new sales tax stamps which 
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Extra Sales and Profits 
with RICH Ladders 


Nationally recognized for their extra quality 
and dependability, RICH ladders are easier 
and more profitable to sell. The complete 
RICH line includes Extension Ladders, 
Single Ladders, Trestles, Scaffolding, Planks 
and Jacks, Step Ladders, Step Stools, Ironing 
Tables, Household Specialties and Miscel- 
laneous Ladder Equipment. 


See your jobber or write. 


THE RICH LADDER & MFG. CO. 
1007 Depot Street Cincinnati, Ohio 








They can’t praise it enough! 


T HRoucn our jobbers we re- 
ceive scores of messages from 
dealers praising the Flamemaster 
Wick Dispenser. They can’t speak 
too highly of it! 
Flamemaster Dispenser is the up- 
te-date, profitable way of selling 
asbestos wicking. Does away with 
the old time bulk-roll system, 
with its fusi ine ience, 
time loss and loss of stock 
through mistakes in cutting! 
Stove Guide on front gives right 
lengths for all popular makes of 
stoves and ranges. 
A silent salesman. stock con- 
tainer and dispenser—all in one. 
Draws trade. Builds sales. Steps 
up your wick vclume to a new 
“high.”’ And brings you 300%, 
profit on every sale! 








Pat. applied for 


FURNISHED 


(Reg. U. 8. Pat. Off.) 


ASBESTOS WICK ~ 
CUT-TO-FIT 
DISPENSER BOXED 
Start the Ball Rollin en tht te SETS 


SPECIAL DEAL 3 so 
Wick in 4 rolls of popular widths. Handsome all- 


metal Dispenser, lithographed in 3 colors, 
FREE. Price delivered, Dealer’s Net $9.25 


Valuable FREE Dealer Aids included in Decal 


Clip this ad and mail it to your jobber with your name and 
address written on margin, Write us if he can’t supply yon 


TRIPLEWEAR, PATERSON, N. J. 
All Triplewear Products are Sold Exclusively through Hardware Jobbers 


A Complete Line for 
All Popular Makes of 
Stoves and Ranges. 














Follow the LEADER 
in “Want Ad” Advertising— 


In every trade there is always a leader. |n 
the Hardware Trade it is Hardware Age. 
Classified as well as National advertisers 


have found it out. 


Year after year HARDWARE AGE has led 
its field in the volume of classified as well 
as display advertising. Its classified col- 
umns bring together buyer and seller, em- 
ployer and employee. 


Those who contact the hardware trade 
know from experience that HARDWARE 
AGE is the logical medium to use to secure 
RESULTS from their classified advertising. 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 29th St... New York City 
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PRODUCED BY 
HELLER STREAMLINED CABINETS 





@ Increase your 1939 sales with the New Attrac- 
tive Modern Heller Streamlined Store Fixtures and Equip- 
ment. Heller has incorporated many new features to make 
your own individual store stand out for attractiveness in 
displaying your stock to best advantage. The outlay is 
surprisingly modest! 

7 INVESTIGATE AT ONCKE—Let Heller help you make 
1939 your biggest year! Send as many details of your store as 
possible and Heller will help you plan by mail, without cost or 
obligation. 


ILLUSTRATED LITERATURE SENT FREE 


W. C. HELLER & CO. 


139 Bryant St. 20 Vesey St. 
Montpelier, Ohio New York City, N. Y. 











are redeemable by consumers at 3 
per cent face value. 


OKLAHOMA — A chain store 
tax bill, one of the most contro- 
versial issues before the Legislature. 
died when, shortly before adjourn- 
ment, it was referred to a committee 
with the understanding it would re- 
main buried for the duration of the 
session. Final approval was given 
a bill reenacting the 2 per cent sales 
tax. An unfair sales bill received 
a favorable committee report in the 
lower house, but was among 120 
measures stricken from the calendar 
during the final drive for adjourn- 
ment. 


OREGON An amendment to 
the unfair sales bill prohibits more 
than one “close-out” sale of a single 
item within nine days. It passed 
both branches of the Legislature, but 
not until an attempt to provide a 
2 per cent markup on wholesale 
sales had been dropped from the 
original bill submitted at the open- 
ing of the session. The law remains 
with merely the 6 per cent retail 
markup. 


PENNSYLVANIA—House bills 
pending in committee would require 
locksmiths and keymakers to have 
all persons ordering the making of 
keys for motor vehicles standing 
upon the highways or in public 
places to produce the ownership 
cards covering such motor vehicles. 
and would prohibit manufacture. 
sale and offering for sale or expos- 
ing for sale of any air-rifle, B-B gun 
or similar toy which has become a 
dangerous instrumentality. 


TEXAS — House approval has 
been*given a fair trade bill, but not 
until adoption of an amendment de- 
claring the--bill should not be con- 
strued as.\a‘repeal or modification in 


STORM OVER 
OKLAHOMA 





Not clouds of rain nor smoke, 
but of dry penetrating dust, are 
beginning to envelop the Hooker 
hardware and furniture store at 


Hooker, Okla. To easterners, 
violent dust storms are something 
they read about but to western 
dealers these storms have pre- 
sented an unpleasant problem 
these last few years. The photo 
was taken by George L. Risen, 
proprietor of the store. 


any fashion of the state anti-trust 
laws. Rejected before House pas- 
sage was an amendment by which 
the anti-trust laws would have been 
modified to the extent of provisions 
of the act. On reaching the Senate. 
the bill was the cause of numerous 
parliamentary moves to preclude a 
vote, including filibusters and forced 
adjournment of a day’s_ session. 
Senate action on the measure was 
in doubt. 


UTAH — Final approval was 
given a bill to make a cost survey 
by a trade or industry conclusive evi- 


dence of the cost of merchandise tu 
each firm in the trade unless the 
individual firm keeps a continuous 
and accurate record of its own costs. 
It supplements the state’s unfair 
sales act. A bill to prevent prison 
industry from competing with priv- 
ate industry was killed. 


VERMONT — Signed into law 
was a bill to require that dealers 
register the sale of pistols and re- 
volvers. 


WISCONSIN—The Legislature 
passed and the Governor signed a 
bill to prohibit issuance of trading 
stamps with sales of articles on 
which the minimum price is set by 
manufacturers under the state fair 
trade act when stamp redemption 
would bring the net price below the 
minimum price. 

The Senate, by a 26 to 6 vote, ap- 
proved a bill to prohibit any Wis- 
consin employer from obtaining 
merchandise for an employee unless 
it is manufactured or sold by him in 
the regular course of his trade. With 
Assembly approval indicated, it is 
aimed at some 400 Wisconsin firms 
making a regular practice of buying 
appliances, furniture and other arti- 
cles for their employees at whole. 
sale or jobber prices. 

H. A. Lewis, of the Wisconsin Re- 
tail Hardware Association, was 
among proponents of a bill to repeal 
compulsory courses on cooperative 
marketing and consumers’ coopera- 
tives in the public schools during a 
legislative hearing in May. Hard- 
ware dealers, Lewis said, object to 
“paying for something aimed at our 
destruction.” The measure is 
backed by Marketing Associations. 
Inc., an organization of retailers. 
as a means of putting the co-ops 
and private business on an equal 
basis. 











This attractive window display of the Walker Company, Oak Park, IIl., featured lawn and 
garden essentials in a springtime setting and also called attention to National Hardware Week 
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“Lum ’n’ Abner” Find Wholesalers Help 
Consumers as Well as Retailers 


(Continued from page 34) 


... Kalup Weehunt wants me to 
order one of them long buckets fer 
that drill well of his... And don’t 
tell me that’s another thing. 

Lum—I ain’t said a word... . 
But I was thinkin’, though. . . 

Abner—Axle grease . . . and 
here comes Grandpappy Spears. 

Lum—Axle grease and Grand- 
pappy Sp—Huh? 

Abner—Grandpap comin’ in 
there. 

Lum—Oh . 
pap. 

Abner—Mornin’, Grandpap. 

Grpap—Hidy, fellers. hidy. 
hidy, hidy. 

Abner—Come on back to the 
fire. 

Grpap—Well, | cain’t stay but a 
minit . . . Lum, I bleave I’ve got 
some good news fer you. 

Lum—Good news fer me? 


Come in. Grand- 


New Mayor Needed 


Grpap—yYea, a bunch of us fel- 
lers was talkin’ yistidy . . . You 
know they’ve got Snake Hogan 
charged with aidin’ and ’bettin’ a 
criminal . . . Looks like he’s goin’ 
to the pennintentury shore as the 
world . . . so we decided we better 
be gettin’ us another mayor here 
in town. 

Abner—Yea, that’s a good idy. 
Get him outa there. Ortent to never 
‘lected him in the first place. 

Grpap—Well, they’re goin’ to 
circulate a petition, ’peachin’ him 
or sompin’ and we was wonderin’, 
Lum, if we could get you to take 
the office . . 

Lum—Me mayor? 

Grpap—Well, you was the one 
most of the fellers wanted. 

Lum—lI grannies, they ain’t a 
thing doin’ . . . I run fer the office 
and majorities of ’em voted fer 
Snake . . . I ain’t plavin’ second 
fiddle to nobody. 

Grpap—Well, you ortent to look 
at it that way, Lum... . . They’ve 
changed their mind now . . . They 
know now they made a mistake. 

Lum—Nope, I’m sorry. they 
ain’t a thing doin’. 

Grpap—You could do the town 
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a awful lot of good if you’d get in 
there and take over the office— 

Abner—Grandpap, he said he 
didn’t want it, now don’t argue 
with him. 

Lum—Well, let Grandpap give 
his arguments, Abner. 

Grpap—Well, I told ’em I’d talk 
to you about it... I told ’em | 
never had no idys you'd take it 
now. 

Lum—No .. . I’m sorry . 
Who all was at the meetin’? 


All Were There 


Grpap—Oh, I don’t know who 
all . . . Kalup Weehunt and Ezra 
Seestrunk and Mose Moots and 
Frank Foster . . . Lot of them was 
fellers that voted agin vou here a 
while back. 

Lum—Well (Laughs). 

Grpap—I wisht you’d study it 
over a little . . . | don’t want to 
beg you, but— 

Abner—Grandpap, he said he 
didn’t want the office and I don’t 
blame him. Ain’t no use to argue 
about it— 

Lum—Will you stay out of this, 
Abner? . . . He ain’t askin’ you to 
take the office . . . They thought 
I'd make a purty good mayor. 
huh? 

Grpap—Yea, that’s what thev 
said . . . Some of ’em. 


Had Their Chance 


Lum—Well, I wouldn't be 
s’prised if they ain’t right, too. . . 
But like I say, they had _ their 
chance . . . I offered myself. . . 
Got out here and campaigned and 
everthing else. 

Grpap—Yea . . . Well, I'll tell 
‘em what you said about it, Lum 
... They was some talk about Ezra 
Seestrunk. 

Lum—Ezra_ Seestrunk? What 
does he know about mayorin’? 

Grpap—Well, we’ve got to have 
somebody, Lum . . . We've got a 
fine little town here if we jist had 
somebody in there to run it right. 

Abner—Well, get Ezra. don’t 














Gecia 


PECORA 


Introduces 
NEW 1939 


STREAMLINE 


HIGH PRESSURE 
CARTRIDGE 


CALKING 


\ 


\OFFER/ 





AT A 
NEW LOW PRICE 


COMPLETE OUTFIT 
CONSISTING OF GUN, 

3 NOZZLES AND 4 METAL 
CARTRIDGES CONTAINING 
APPROXIMATELY ONE QT. 
EACH OF PECORA CALKING 

COMPOUND—SHIPPED 

EXPRESS COLLECT—ONLY 


G5 2 un 


The increased demand for this dependab) 
gun makes possible this attractive low price. 
The best calking gun developed by practica) 
experience for present day use. Forces com- 
pound under high pressure into building 
joints, especially around window and door 
frames. Metal cartridges changed in a few 
seconds. No messy refilling. No waste. No 
loss of time. Pecora Calking Compound is 
unsurpassed in quality and reliability. I 
will not dry out, crack or chip when prop- 
erly applied. Used by leading builder 
everywhere. 





FOR 
stole) 4k as 





Pecora Paint Company, Inc. 
Member of Producers’ Couneil, tnc. 
Lawrenee & Venango Sts , Phila.,Pa. 
Established 1802 by Smith Bowen 


WHO WANTS TO LIVE 
IN A DRAFTY HOUSE ? 
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SHERMAN 
“Stay flat” 


SPRAY HEADS 






Cannot 
tip 
over. 


Fig. 72 (Patented) 


Lsed in series they provide home owners 
with an efficient portable sprinkling sys- 
tem at very low cost. Easily connected 
between short lengths of hose — permit 
ALL or PART of lawn to be sprinkled 
at one setting. Sprinkle a 20 foot circle 
Made of heavy 
enameled 


on ordinary 
wrought _ brass. 
steel base—cannot tip over. 
with 2 end caps. 


Sold through Jobbers 


H. B. SHERMAN MFG. CO. 
Baitle Creek, Miehigan. U.S.A. 


pressure. 
Attractively 
Cartons of 4 








DIETZ 


LANTERNS 





Liggest Value 


Streamline 


DIETZ 


LANTERNS 


AS MODERN AS TOMORROW 


Liggest Gales 


R.E.DIETZ COMPANY 








NEW YORK 


Makers of Lanterns for the World; Founded 1840 








come around here pesterin’ the life 
outa Lum— 

Lum—Abner, will you keep 
your big mouth outa this, or am | 
goin’ to have to whop you one .. . 

Abner—Well, I was jist— 

Grpap—Well here, I don’t want 
to start no argument . . . I'll go on 
over and see Ezra and tell ’°em how 
you feel about it, Lum. 

Lum—wWait a minit, Grandpap. 
set back down there . . . Talk to 
me some more . . . 

Groap—Well, they ain’t nuthin’ 





more to say, if you don’t want the 
office you don’t want it, that’s 
ae 

Lum—Yea, but I grannies, a 
feller cain’t think about hisef all 
the time . . . Like you say, we’ve 
got a fine little town here if we 
jist had somebody in there to run 
it right . . . and, I grannies, I ain’t 
the kind that'll shirk my duty . . . 
I owe it to the community to ac- 
cept the apintment . . . Tell ’em 
yea ... if they insist, I'll be the 
new mayor. 


Capitol Comment 


Question as to application of chain 
store tax to cooperating stores to be 
answered by the U.S. Supreme Court 


By L. W. MOFFETT 


Washington Representative 


of Hardware Age 


HETHER a state chain store 

tax is applicable to indi- 
vidually operated stores which co- 
operate voluntarily in a group plan 
for purchasing merchandise may be 
answered by the Supreme Court 
when it hands down a decision in 
a pending case involving a group of 
dry goods retailers in North Caro- 
lina. 

In the case of Belik Bros. Co. v. 
Maxwell for which a petition for 
certiorari has recently been filed, 
the validity of the North Carolina 
Chain Store Tax is challenged, the 
petitioner arguing that individual 
stores are not subject to a_discrimi- 
natory tax against integrated chains. 
The law, which defines the term 
“chain store” as including “sepa- 
rately incorporated companies hav- 
ing the benefit in whole or in part 
of group purchase of merchandise 
or of common management,” im- 
poses a license tax on the operation 
of two or more stores under the 
same general management. 

The North Carolina 
Court upheld the tax assessment 
against the corporation whose name 
was similar to another. Although 
separately incorporated, both had a 
common president and both partici- 
pated in a voluntary plan of group 
purchase. The corporation bringing 
the action was held subject to the 
tax because of activities as head of 


Supreme 





the chain in advancing amounts to 
the buying agencies, the court hold- 
ing that the corporations constituted 
a chain because of uniformity of 
accounting, common knowledge. and 
general integration. 

The stores involved in the pend- 
ing case maintain separate owner- 
ships, there being no common stock 
ownership, although there is combi- 
nation in cooperative leagues or 
voluntary chains, according to the 
petition. Application of such tax. 
sanctioned as to chain groups, to a 
voluntary association of separately- 
owned and operated stores, the 
petition says, constitutes a denial of 
due process and. equal protection of 
the laws. in violation of the Four- 
teenth Amendment. 

* * * 

A 10 per cent tax on the sale 
price of fishing tackle and equip- 
ment would be levied under a bill 
introduced in the House of Repre- 
sentatives by Congressman Frank H. 
Buck, Democrat, of California. 
Identified as H.R. 6321, the bill 
directs that proceeds from the tax 
be used to help states to develop 
fish restoration and management 
projects. Allocation to a state would 
be based on the number of licensed 
fishermen and the extent of the fish- 
ing waters within its boundaries but 
the amount could not exceed $45,000 
for any one state. 
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WICKWIRE BROTHE 


CORTLAN DO-::-N E W 7.) mm - : A. 


ON YOUR 
NEXT ORDER - 





CORTLAND 
SCREEN W/RE CLOTH 


@ When customers ask for a screen that will “stand 
up’—reach for the Cortland brand. You can sell 
any Cortland Wickwire grade with full confidence 
that underneath the attractive finish there is full 
gauge Open Hearth Steel quality, tough and rust- 
resisting and lasting. 


¥ CORTLAND GRAYWICK V ULTRA-PREMIER 
VY CORTLAND BLACK V CORTLAND BRONZE 
ALSO CORTLAND COPPER 


Play safe —tell your Jobber “Cortland™ 














RS 


BOMMER 


Spring Pivot Hinges 


Type 15 
A Superior Quality 


Hold-Open Feature 
Adjustable Spring Tension 
Door Alignment Feature 
Reversible Side Plates 











Bommer Spring Hinge Co. — Brooklyn, N. Y. 


Chieago Sales Office: No. 180 N. Wacker Drive 




















Changing Your Address? 


If you are, please send your new address 
to the CIRCULATION DEPARTMENT 


at least 3 weeks before you move. 
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239 West 39 Street 


New York, N. Y. 











1939 HIGHLIGHTS 
OF AMERICA’S EASIEST-SELLING 
133 On GOs Fh -) 


Lower Prices 
Improved Features 
A Complete New Line 


of Lightweights 


é3 - > ~ k 4 * yr / ne 
> {BICYCLES | Sauna 
1e estfield Maz 


1ufacturing 
Ai ee Company 
D oF THE Westfield, Massachusetts 











JS HEAR YE, HEAR YE, SENTINEL’S NEW BATTERY PORTABLES | 





a ARE THE FASTEST SELLING, LOWEST PRICED IN AMERICA! 


AC 
MODELS 
FARM 
MODELS 











Sentinel Radio Corporation - Dept. HW - 2222 Diversey Pkwy., Chicago 
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STEARNS 
LOW COST FAUCETS 


Be sure to stock Stearns Faucets.. It is a 
profit-making line. Low in price but high 
in dependable quality. Leak-proof. Guar- 
anteed to hold all petroleum products 
and other non-corrosive liquids. Made of 
close-grained grey iron—cadmium-plated. 


“Self-Closing” 
Faucet No. 60 


%” U. S. Std. Pipe 
Thread. %” Flow. 
Special impregnated, 
No. 60 permanent leather 

y valve facing. Tapered 
thread sealing plug to permit cleaning valve. 








“Lock-Lever”’ 
Faucet No. 50 


%” U. S. Std. Pipe 
Thread. %” Flow. 
Plug ground to each 
barrel. Spring wash- 
er holds tight joint. 


OIL AND MOLASSES GATES 


A full range of sizes and styles—for im- 
mediate de- 
livery. Lock- 
fast and Perfec- 
tion patterns. 
Sizes %” to 6”. 
Pipe thread, 
wood _§ thread, 
flanged and por- 
celain lined. 
Write for circular, price list 
and discounts. 


E. C. STEARNS & CO. 
Syracuse, N. Y. 








Estab. 1864 





Red Devil Putty Knives and 


Woll Scrapers range from 


inest cocobola handle goods 
to popular types -all unequalled 
for quality and price in their 
respective grades 


You get them 


in handsome, new 


style Red 
Devil Service - Displays that 


up sales volume and profits 


LANDON P. SMITH, INC. 


IRVINGTON, N. J. 
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Alabama Dealers Want 





New Alabama officers, left to right: O. S. Perry, City Hardware 

Co., Greensboro, president; J. H. Crowe, Birmingham, secretary; 

S. B. Martin, Martin Hardware Co., Wetumpka, vice-president, and 
R. B. Watson, Watson Hardware Co., Flomaton, vice-president. 


HE Retail Hardware Associa- 

tion of Alabama at its annual 
convention in Mobile on May 16-18 
called on the legislature for the en- 
actment of a so-called “loss leader” 
bill and elected O. S. Perry, of 
City Hardware Co., Greensboro, to 
succeed J. Raymond Shreve, of An- 
dalusia, as president. 

The loss leader bill, similar to 
laws already enacted in_ several 
states, is designed to prevent selling 
of items below cost. Under terms 
of the bill a dealer would be re- 
quired to get a minimum of a 6 per 
cent markup and the wholesaler 
3 per cent. In determining cost, 
freight rates and drayage must be 
added. 

Other officers chosen by the asso- 
ciation were: vice-presidents, A. C. 
McGlaum, Walker Hardware Com- 
pany, Jasper; R. B. Watson, Wat- 
son Hardware Company, Flomaton. 
and S. B. Martin, Martin Hardware 
Company, Wetumpka. J. H. Crowe 
of Birmingham was reelected secre- 
tary-treasurer. 

The new directors of the associa 
tion are: W. N. Walker, Walker 
Hardware Co., Tuscumbia; R. W. 
Martin, Martin Hardware Co., 
Athens; O. E. Owens, Ft. Payne 


Hardware Co., Ft. Payne; A. V. 
Reese, Jr., Woodlawn Hardware 
Store, Birmingham; Joe Sewell, 


Sewell Hardware Co., Tuscaloosa; 
A. D. Carothers, Dean & Carothers 
Hardware Co., Sylacauga; George 
King, King Hardware Co., Alexan- 
der City; F. T. Tuley, Tuley Hard- 
ware Co., Prattville; W. C. Martin, 
M. S. & C. Co., Aliceville; L. E. 
Benson, Benson Hardware Co., Sam- 
son and A. E. Barlar. Eufaula 
Hardware Co., Eufaula. 

Another resolution passed called 
for the doubling of the tax on roll- 
ing stores. The association. while 


not quite ready to endorse a pro- 
posed prize and premium bill, asked 
its members to make a study of 
it, copies of which were dis- 
tributed, and if they desire enact- 
ment to contact their legislature. 
This would in effect levy a prohibi- 
tive tax on prizes and premiums. It 
is designed to put an effective curb 
on the “free goods” evil. 

Clayton Rand, Mississippi editor, 
in an address on “As a Crossroads 
Scribe Sees It,” made a plea for a 
curtailment of government spending 


which he said was running the 
country in debt $4,000,000,000 a 
year. 


President J. Raymond Shreve out- 
lined objectives of the association 
during his administration. He said 
that increasing government contro] 
was forcing business men to get to- 
gether to devise methods to continue 
operation at a profit and not at the 
same time violate some strange and 
burdensome law. Despite all the 
obstacles he counseled that “The 
boat is not sinking, it is only leak- 
ing,” and that all around he sées 
signs that the hardware dealer has 
shed his old clothes as a “keeper” 
of a store and bloomed out as a real 
merchant. 

An appeal that dealers attune 
their business to catch the feminine 
trade was made by Hobart M. 
Thomas, former president of the 
Iowa Retail Hardware Association 
and a director of the N.R.H.A. He 
said that women had become pur- 
chasing agents of the home, spend- 
ing 85 per cent of the average dol- 
lar. Yet, he said, too many women 
have the idea that a hardware store 
is a place where she might possibly 
go to get the things she cannot find 
at the syndicate or department 
store. He urged that dealers make 
women want to go to the hardware 
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“Loss Leader” Bill 


store first. The way to do this, he 
said, is to take a few lessons from 
the department and chain stores. 

A discussion of Alabama’s new 
fair trade bill, similar to those now 
effective in 44 states of the union. 
was given by E. M. Meggison of 
Mobile, past-president of the Ala- 
bama Pharmaceutical Association 
which fostered the measure. 

Secretary J. H. Crowe gave his 
answer to the cry of competition 
raised by some dealers as follows: 
“Modernize, clean up and paint up. 
turn on more light, display your 
merchandise, use price tickets, have 
a cash price, extend credit but make 
a charge for it. When business slows 
down in the store put your salesmen 
on the outside soliciting.” 

A featured speaker of the second 
day’s session was Mark Lyons, Sr.. 
president of the National Wholesale 
Hardware Association and whose 
concern the McGowin-Lyons Hard- 
ware & Supply Company of Mobile 
was one of the leading hosts to the 
convention. He, too, warned dealers 
that they must keep up with changed 
methods of doing business. “Change 
is an immutable law,” said President 
Lyons, “and adaptability is the price 
of success.% 

In modernizing, Mr. Lyons coun- 
seled dealers against going too far 
in the merchandising of 5 and 10 
cent items. It Ys all right, he be- 
lieved, to use them as a leader, but 
not at the neglect of heavier items 
on which the hardware dealer has 
leaned for years for profit. 


Extra Compensation 


He also urged some form of extra 
compensation for sales people who 
show special skill in handling cus- 
tomers and in making sales. Part 
of his address was devoted to the 
national scene and he said he was 
gratified to note that despite the 
years of depression and govern- 
mental experimenting, the number of 
failures among hardware dealers had 
been less than in other lines of 
business. 

One of the most productive parts 
of the program was a dealer clinic 
in which the dealers themselves told 
what they were doing to retain the 
hardware business to the hardware 
dealer. A. C. McGlaun, Walker 
Hardware Company, Jasper, took 
advantage of various deals offered 
by jobbers including those on 
enamelware and aluminum ware. 
He streamlined his credit, getting 
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away somewhat from fall-of-the 
year payments. W. C. Martin, Alice- 
ville dealer, put a new glass front 
on his store which together with in- 
terior improvements “was the best 
money we ever spent.” O. S. Perry, 
Greensboro, also found profits in 
modernization. John Ed Wallis, 
Sylacauga, gave his success formula 
as “education, modernization, ad- 
vertising and merchandising.” B. H. 
Matthews, Camden, said he had 
found profits in building up a de- 
pendable organization, one which 
carries on just the same when he is 
away. He also installed a sprinkler 
system which reduced his insurance 
rates from $2.25 to 50 cents per 
$100. R. B. Watson, Flomaton, sug- 
gested getting the right lines and 
restricting purchases to fewer job- 
bers who in turn would extend sales 
aids. 

On the evening of the second day, 
W. B. Creech, sales development 
manager, Westinghouse Electric & 
Mfg. Co., said hardware dealers 
had been selling cook stoves to their 
customers through several genera- 
tions and if they let the electric 
range business get away from them 
it was their own fault. He said he be- 
lieved hardware dealers would con- 
tinue to be “purchasing agents for 
their communities.” He cited the 
money being spent by the electrical 
industry to help dealers sell and 
showed a sound film on sales tech- 
nique. 

Addresses on the final day of the 
convention included those on “Point- 
ers to Profit,” by Lee D. Davis, dis- 
trict manager, Federal Hardware 
& Implement Mutuals, of Atlanta; 
one on “How to Make a Hardware 
Store Pay,” by Hobart M. Thomas, 
of the National Retail Hardware 
Association, this being his second 
address of the convention and one 
on “Federal Motor Boat Regula- 
tions,” by Joseph H. Lyons, collec- 
tor of customs, of the Port of 
Mobile. 

Collector Lyons pointed out that 
the new federal regulations require 
motor boats, both inboard and out- 
board to carry a fire extinguisher, 
life preservers, lights, fog horns, etc., 
and that the hardware dealer could 
sell these items. 

Mr. Thomas discussed the vari- 
ous services offered by the national 
association, while Mr. Davis pre- 
sented the side of the mutuals as 
opposed to stock fire and casualty 
insurance. 














10” Quiet Type Blades 
Induction Oscillator 

4 Pole Motor 

Air Delivery 540 C.F.M. 
Windsor Green Finish 
Toggle Switch in Base 
High Signal Quality 
List Price $8.75 


Write for 1939 Fan Catalog & prices 
SIGNAL ELECTRIC MFG. CO. 


Menominee, Michigan 
Offices in all principal cities 


























SLIPKNOT 
- FRICTION = 


TAPE 





Highest in Quality, 
Competitive in Price— 
Attractively Packaged— 


Sold only through 
reputable wholesalers. 


PLYMOUTH RUBBER COMPANY, Ine. 
CANTON, MASS. 
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Now, when folk are in the garden— 
transplanting, cultivating, planting 
—is the time to sell them TRUMP 
GARDEN TOOLS. If you aren’t 
displaying TRUMP right out on 
the counters, you’re missing a bet 
—and profits. Sold separately, or 
three tools to a box. Order from 
your jobber, quick. Animal Trap 
Company of America, Lititz, Pa, 


TRUMP 


GARDEN 
TOOLS 



























Chrome-Vanadium SOCKETS 

Here is a complete line of accu- 
rately made, finely finished sockets, 
all standard sizes and types from 
tiny 5/32” miniatures to great 5” 
Bridge Wrench Sockets (not illus- 
trated ) 
_Unique to the ARMSTRONG 
Socket Wrench Sets is the patented 
Drivelock that locks socket to 
driver, driver to 
ratchet, and ex 
tension to exten 
sion—makes_ of 
each assembly a 
rigid tool that 
meets industrial 
requirements 
of strength and 
safety. 

9 Types. All sizes. 
Double Hex and 
Double Square. 








Write for 
Catalog 
w.-35 
















Bros. Tool Co. 
“The Tool Holder People” 
314 N. Francisco Ave. 


Chicago, U. S$. A 
Eastern Whse 
199 Lafayette St. Y 
San Francisco ondon 








A partial view of general offices of John H. Graham Co., Inc. 


John H. Graham Co. Moves to New Quarters 


FTER 69 years on the same 
eo John H, Graham Co., 
Inc.. has moved to a new and mod- 
ern building at 105-107 Duane St.. 
New York City, a site easily acces- 
sible to Metropolitan area customers 
and to docks and transcontinental 
receiving depots. At the new ad- 
dress the company now has over 
30,000 sq. ft. of floor space spread 
over two floors and two basements 
and extending through the block to 
Thomas St. With the show rooms 
and Metropolitan department on the 
ground floor of the Duane St. side, 
the executive and general offices on 
the second floor and the careful plan- 
ning of the various departments, 
stock rooms, packing and shipping 
rooms. a_time-and-labor-saving ar- 
rangement has been effected. 

The John H. Graham Co. traces 
its history as a selling agent back 
to 1870 although previous to that 
time. its founder, John H. Graham, 
had had considerable hardware ex- 
perience. His first hardware job 
was with Sargent & Co. in 1854 and 
then followed a period as a retail 
hardware dealer in Brooklyn. 

Mr. Graham conceived the idea 
that overhead and selling expenses 
could be reduced materially by one 
selling agency handling the com- 
bined products of a number of non- 
competing manufacturers. 

Convinced of the soundness of this 
idea, in 1870 Mr. Graham formed 
a partnership with Samuel A. 
Haines. Progress was rapid and as 
the business grew new lines and 
salesmen were added. The company 
outgrew several locations, all on 
Chambers Street. In 1876 it located 
at 113 Chambers Street and eventu- 
ally occupied the entire building. 

In 1884, Mr. Graham acquired the 
interest of his partner and the firm 








became John H. Graham & Co. with 
William A. Graham, a sen. as a 
member of the firm. While John 
H. Graham ceased active participa- 
tion in the business he remained 
its head until his death in 1895. 

George A. Graham, a brother of 
William A., entered the company 
early in 1887 and became a partner 
in 1892. His son of the same name 
entered the business in 1934 and is 
now secretary of the company. 
Harold S. Graham. now president 
of the company, entered its shipping 
department in 1912. Before his 
election to the presidency in 1925, 
he received thorough training in all 
the departments of the Graham 
organization. J. L. B. Holme started 
as an entry clerk in 1885. Thomas 
E. Hoffman. in 1893. In 1937 George 
W. Eckhardt came to the company 
as sales manager. 

The suecess in the domestic mar- 


















Front of Graham’s building 
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‘A NEW AND BETTER INSULATOR FOR ELECTRIC FENCES 


IT’S IN THE GROOVE! 


Grooved for SAFETY — PERMANENCE — ECONOMY 
NO SHORTS—NO LEAKS 
NO GROUNDING 


Although Porcelain Products Electric Fence 
Insulator Knol No. 60 is the most recent ad- 
dition to our line, its rugged all-porcelain 
xrooved construction and universal application 
has made it the most popular and faxtest sell- 
ing insulator in the electric fence field. 

The grooves, though simple in appearance, 
have been carefully designed and performance 
tested in the fleld to insure against shorts and 
current leakage. 

Its application to fence corners, as well as to 
straight runs, is only one of the new features 
in Porcelain Products No. 60’s popular economy, that meets the In- 
dustry’s demand for a non-grounding insulator that is 100% efficient at 
all times. There is a Porcelain Products inaulator for each electric 
fence requirement. 

Write for full information on our complete line. 


PORCELAIN PRODUCTS, INC., FINDLAY, OHIO 

















The W. BINGHAM Co. 
and 


The GEO. WORTHINGTON Co. 


who have recognized the importance of Bernard Pliers, Punches, 
Nippers and other Plier Action Tools in Industrial Production and 
now have complete stocks of Bernard Tools for most Industrial 
needs ready for prompt delivery. 

For 45 years Bernard Tools have been saving operation costs in 
many industries. You'll find them in practically every well known 
industrial plant. 

There’s a standard — or special — Bernard Tool ready to save time 
and money for you. Ask us. And there is a Distributor of BERNARD 
Tools near you. Write us for their name. 


MADE G6 U.S.2. BY 


THE WM. SCHOLLHORN CO. 


NEW HAVEN, CONN. 












—. Acid-Core Solders make 
because they are made good. 
Their reputation for highest qual- 
ity. uniformity . cpaeee } Ey 
d isa actor in step 
sales and profits. Swin the eream of the big home market by stocking the popular 
Gardiner Repair-All r AN Package. in on the preference of farmers, 
mechanies, garages and other |, 5 and 20-pound spool buyers for solders bearing the 
Gardiner trade mark. Ask a jobber for prices and details. 


Ds Cfardines 4 
La “ tt, ’ 2 
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GENUINE AJE' PRODUCTS 
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HAYING TOOLS 


Hay Carriers, Carrier Track, Track Fixtures, } 
Hay Forks, Hay Slings, Sling Attachments, Q/gA 
Hay Pulleys, Gable Hinges, Hay Rack 


Clamps, Power Hoists, Hay Knives, etc., etc. 






Established 1879 


~~ aso BARN EQUIPMENT anp 
HARDWARE SPECIALTIES 


“Guaranteed to satisfy ‘he user’’ 








THE NEY MFG. CO., CANTON, O 





BRANCH HOUSE - COUNCIL BLUFFS, IA 

















Dealers Everywhere Are 
Beating Price Competition 
and Making Full Profits with the 


| Quality-Built, Popularly Priced 
| Chicago Padlocks 





S0 
CAN 
YOU 


Ask 
Your 
Jobber 
or 
Write 
Us 


CHICAGOJLEN @ 
MADE IN USAD & 





“DOUBLE the Sonesta —H ALF ino Goer” 


CHICAGO LOCK CO. Dept. 16, ‘Chicago. il 











| 2¥, Million Housewives 
Read Regularly About The 


EDLUND Junior 
CAN OPENER 


50c ’ it Is Advertised Continually In 
GOOD HOUSEKEEPING 


To Help You Increase Sales 


Burlington, Vt. 







Edlund Co., 
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PREMAX RODS 





‘nal 


ALL BEST SELLERS 


If you are displaying the 22 out- 
standing solid steel casting rods of 
the Premax Line, you’re going to 
town on sales this season. 

Retailing at 25c to $1.65, with 
four big dollar numbers, they are 
the favorites with sportsmen who 
want a low cost rod they can de- 
pend on. 

Ask your jobber, or write us for 
special bulletin FR-1 and prices. 






























/remax radu 


3901 Highland Ave., Niagara Falls, N. Y. 





‘ 
Changes 


New products and new 
trade names are constantly 
being added to the listings 


for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 


in, write to the “Who 
Makes It” Editor He'll be 
glad to serve you. 


HARDWARE AGE 


239 West 39th St.. New York City 
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The executive offices of John H. Graham Co., Inc. 


ket indicated a similar opportunity 
for American made goods in foreign 
fields and gradually a foreign busi- 
ness was developed which today 
substantially covers the entire world. 
with branch offices in London, Brus- 
sels, Copenhagen and direct agencies 
in many other foreign countries. 


Today with a personnel of ap- 
proximately 100 employees, this 
organization is equipped to render 
effective service for its clients to the 
world at large, or separately in the 
metropolitan district, domestic mar- 
ket, or the export trade. 





“Her Heart Belongs to Daddy” 


ECAUSE she popularized the 
song, “My Heart Belongs to 
Daddy,” in the current Broadway 
musical success, “Leave It to Me,” 
Mary Martin received from Howard 
Chandler Christy an autographed 
first copy of the official Father’s Day 
poster. The presentation was made 
at the Waldorf-Astoria Hotel, New 
York, in the presence of 500 civic 
leaders from all over the United 
States who listened to plans of the 
National Father’s Day Committee 


of Father’s Day, 32 E. 


to make this holiday more widely 
observed this year than ever before. 
Father’s Day falls on June 18. 
Six-color Father’s Day poster sets 
consist of a card 36 in. high, a card 
14 in. high and two streamers 8 by 
21 in., all for $2.00. In addition, 


2 by 3 in. four-color stickers are only 


$2.00 per thousand. Orders for this 
material should be addressed to the 
National Council for the Promotion 
57th Si.. 
New York City. 





Howard Chandler Christy and Mary Martin 
with the Father’s Day poster 
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American Hardware Mfrs. Assn. 
annual convention meeting with the 
National Wholesale Hardware Assn., 
Oct. 16 to 19, 1939, at the Marlbor- 
ough-Blenheim Hotel, Atlantic City, 
N. J. Charles F. Rockwell, 342 Madison 
Ave., New York City, is secretary of 
the manufacturers’ assn. George A. 
Fernley, 505 Arch St., Philadelphia, is 
secretary of the wholesalers’ assn. 


Associated Pot and Kettle Clubs 
of America, annual convention, July 
7-9, 1939, at the Hotel Claremont, Ber- 
keley, Cal. Al. G. Fischer, J. W. 
Robinson Co., Los Angeles, Cal., is 
secretary. 


Carolinas, Hardware Assn. of, June 
13-15, 1939, at the Ocean Terrace Hotel, 
Wrightsville Beach, N. C. Arthur R. 
Craig, 407-11 Commercial Bank Bldg., 
Charlotte, N. C., is secretary-treasurer. 


Credit Congress, 44th Annual Con- 
gress, sponsored by National Associa- 
tion of Credit Men, Grand Rapids, 
Mich., June 12-15, 1939. Henry H. 
Heimann, One Park Ave., New York 


City, is executive manager. 


Homefurnishings, International 
Market, June 5 to 17, 1939, in the Mer- 
chandise Mart, Chicago. 


Coming Conventions 
and Events 


Corrected each tissue 
according to latest data 


Housewares Show, spunsored by 
New York Housewares Mfrs. Assn., July 
10-15, 1939, at Hotel Astor, New York 
City. Mrs. Flo English, Hotel Pennsyl- 
vania, New York, is secretary. 


National Contract Hardware 
Assn. convention and exhibit, Oct. 2-5, 
1939, at Hotel New Yorker, New York 
City. J. Harold Dumbell, executive sec- 
retary, Fulton Bldg., Pittsburgh, Pa. 


National Retail Hardware Con- 
gress, July 17-20, 1939, at Netherland 
Plaza Hotel, Cincinnati, Ohio. Rivers 
Peterson, managing director, National 
Retail Hardware Assn., Security Trust 
Bldg., Indianapolis, Ind. 


National Small Business Men’s 
Assn., Akron, Ohio, annual convention, 
June 27, 28, and 29, 1939, at Detroit, 
Mich. DeWitt M. Emery is president. 


National Wholesale Hardware 
Assn., annual convention meeting with 
the American Hardware Manufacturers 
Assn., Oct. 16-19, 1939, at the Marl- 
borough-Blenhein Hotel, Atlantic City, 
N. J. George A. Fernley, 505 Arch St., 
Philadelphia, is secretary of the whole- 
sale association, and Charles F. Rock- 
well, 342 Madison Ave., New York 
City, is secretary of the manufacturers’ 
association. 








How a Plier Built a Successful Business 


(Continued from page 56) 


still another fastens clips to their 
ears. Recently, trademarks have 
been put on rose leaves by a simi- 
lar device. One special tool shapes 
plastic watch crystals, and an- 
other seals cylinder locks. One 
tightens screws in hair clippers 
and another attaches loop clips to 
curtain cords. Special instruments, 
all adaptations of the idea, are 
made for countless trades. 

“When the period covered by 
the scissors agreement had ended, 
cutters were added to the pliers 
and the same lever action that 
made the pliers efficient added to 
the efficiency of the cutters and 
nippers. Not long ago surgeons 
found the compound leverage of 
a type of Bernard Nippers made it 
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possible to use them in cutting off 

the stainless steel rods used to 

fasten broken hip-bones together.” 
* * * 

Young people often write to me 
asking what they should do—how 
they should train themselves to 
become writers. Invariably I have 
answered to study your own daily 
surroundings. Study the people 
you see frequently. Then write 
about them as truthfully as you 
can. Take a young fellow, for 
instance, working as a clerk in a 
hardware store. He may consider 
his life very monotonous. He may 
become discouraged with the pros- 
pect. But if he will just start in 
carefully studying all the people 
with whom he comes in contact he 








AT LAST! 
AN EFFICIENT LATCH 














THE “WRIGHT” LATCH 


The action is natural—to open from 
OUTSIDE—pull on handle. To open 
from INSIDE—push on handle. No 
twisting action. Its longer “throw” 
or movement of latch eliminates 
trouble caused by shrinking of the 
door. Simple and durable construc- 
tion assures years of trouble free 
service. Send for literature and trade 
prices. 


If Your Jobber Cannot Supply Youm—Write to Us 
WRIGHT PRODUCTS MFG. CO. 
2101 Kennedy Street, N.E. 
Minneapolis Minnesota 





Step Up Your Sales 
WITH STEWART FENCE 
AND OTHER PRODUCTS 


1S 


Plain and Ornamental 
Iron Fence 
Stewart literatur 
Write to 


The Stewart lron Works Co., Inc. 


637 Stewart Block Cincinnati, Ohio 


World's Greatest Fence Builders Since 1886" 
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Feature this nec- 
essary aid to cook- 
ing accuracy and 
careful buying 
habits. The MOD- 
ERNAIRE is sim- 
plicity itself-—No 
dust catcher parts or extra gadgets— 
it is as easy to clean as a china dish. 
Tucks away in a cupboard in a minimum 
of space. Indispensable as a general 
utility scale for the home. 

Weighs up to 25 pounds by ounces. A 
scale of recognized HANSON QUAL- 
ITY. disk your jobber for details. 


HANSON 





SCALE COMPANY (Est. 1888) 
510 N. Ada St., 1150 Broadway, 
Chicago New York 











CABINET 
SIZE 


will find it one of the most fasci- 
nating pastimes possible. Every 
customer who enters his store is 
an individual character, more or 
less interesting. One may be good 
material because he happens to 
have a bright mind. On the other 
hand, the next one may be equally 
interesting as a character just be- 
cause of his dullness. 

Now, for instance, | take the 
bus down to my office every morn- 
ing. I usually try to get a front 
seat next to the driver. I find it 
fascinating just to study the 
people who get on and off of the 
buses. I believe I could write an 
interesting article just on “bus 
life.” It is a curious thing about 
colored people. They never seem 
to have any homes. When they get 
a good seat on the bus they keep 
it. Colored people, as a rule, do 
not talk. They sit and look out of 
the window. But if you happen to 
be standing and looking for a seat. 
don’t stand near a colored person, 
because they never get off. 


Unpreparedness 


Another thing that has interested 
me is that most women, at least 
four out of five, when they get 
on the bus, never have their money 
ready. Of course, when a number 
of people get on the bus at the 
same time and if somebody takes 
up time looking for change in her 
bag this delays everybody else. 
Therefore these unprepared wo- 
men are one of the greatest nuis- 
ances in bus life. They climb on 
board. They stop just in front 
of the door. They open a large 
bag. They fumble inside of this 
bag. Then they find a small pocket- 
book. Then they fumble in this 
pocketbook, and ‘finally, after hav- 
ing been pushed and crowded by 
other people, they extract a nickel 
and drop it in the box. Now, what 
| cannot understand is why, when 


for instance, may know she will 
be called upon suddenly to take 
a letter. Does she have her pencil 
and notebook ready? Not on your 
life! She hunts for the notebook 
and maybe she finds her pencil is 
not sharpened. She is not ready. 
So two people, the dictator and 
the stenographer both unneces- 
sarily waste time. 

Did you ever study the uncon- 
scious habits of people? Without 
knowing it they will do the same 
thing the same way almost every 
time. All of us have peculiar 
habits. We don’t know them. If 
you want to start something, just 
tell some of your friends that they 
do this or that. 

Working in a retail hardware 
store will give you a fine oppor- 
tunity just to study people. You 
may never tell anyone just what 
you happen to notice, but you will 
be cultivating a very valuable 
habit. The habit of observation. 
Powers of observation, when 
highly developed, result in some 
surprising discoveries. No doubt 
the man who developed the plier 
in the story | have just told in- 
vented this plier as a result of 
studying and observing how pliers 
were made and how they were 
used. Don’t forget the steam en- 
gine which changed the face of the 
world was discovered by Watts, 
because, as he sat in the kitchen 
he observed what the steam in a 
pot did to the pot’s cover. 

“The fault, dear Brutus, is not in 
our stars, 

But in ourselves, that we are un- 
derlings.”* 

*William Shakespeare—“Julius 
Caesar.” 


Stain Remover 


“Zud”—for eliminating rust and 
other stains in bath tubs and sinks, 
and also from metals. Brightens dis- 


these women are standing on the 
corner waiting for the bus, they 
cannot dig up their nickels and 
be all prepared to step on board. 
In many cases, if they were pre- 
pared and could act quickly, they 
could secure a seat. But others 
grab the seats while they are 
fumbling with their bags. 

A whole sermon could be writ- 
ten about our being prepared to 
do our daily tasks. A stenographer. 


30"x14"x371/4" 


17°) 


27 DRAWER 


STEEL UTILITY CABINET 


Can be used not only in your own store for | 
small parts, but this 27-drawer cabinet can 
be sold to your regular trade. Ideal for 
samples, factory parts, catalogues or other 
merchandise. Made of cold rolled steel, 
electrically welded throughout. Olive green 
finish. Adjustable steel partitions available. 
*Above Price Is Delivered 


STANDARD STEEL PRODUCTS CO. 
380 MAIN STREET, POUGHKEEPSIE, N. Y. 








colored tile floors according to Rustain 
Products, Inc., New York, N.Y. Packed 
in sifter containers to retail at 25 cents 
and 10 cents. 
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AMERICAN CHAIN DIVISION e and t CHAIN & CABLE COMPANY, 
BRIDGEPORT, CONNECTICUT Bq Businew Joe Your Sapely Y 











NIVES 


since 1850 





F URPHY’S @LOYD 
* Standard of 


Excellence 





WILL MAKE YOUR CUTLERY COUNTER MORE PROFITABLE! This 
Exceptional line of Work Knives gives your customer his money's 
worth. That makes him satisfied! 

The R. MURPHY SLOYD, in 5 sizes, has been preferred by Pro- | 
fessors and laymen alike for 89 years. | 

Every Knife makes good, or we will. | 
Other Good Sellers: shoe Knives, Oyster Knives, Skiving Knives, Rubber | 
Knives, Clam Knives, Mackerel ae Cigar Knives, Pruning Knives, Oileloth 
Knives, Butcher Knives, Carton Knives, Plaster Knives, Kitehen Knives, Stencil 
—— Manual Training Knives, Roofing Knives, Shirt Cutters, Blades and 

e 
Write for prices and new Catalog. 


ROBERT MURPHY'S SONS CO., Ayer, Massachusetts 














AN ALL-PURPOSE BORING TOOL 


Here’s a handy tool that every woodworker needs ! 
The Forstner Anger Bit, unlike others, is guided by 
a circular rim instead of a center and ean be oper- 
ated in any direction regardless of grain or knots, 
leaving a clean, polished surface. For scalloping, 
mortising, pattern and scroll work this tool is ideal. 
It will perform many operations commonly done with 
chisel, gouge, scroll saw or lathe tool. 













Forstner 
Auger Bits, 

for hand or 
machine boring, 
may be purchased 
singly or in sets of 
9, 11 or 17 bits. 
Write now for catalog. 


The PROGRESSIVE MFC. GO 
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Increase 
Your Sales— 





omy reasons than for a long period is the time to in- 
crease your sales and profits with Star Heel Plates. 
Customers prefer Star Heel Plates because easily at- 
tached, stay put and give long service. 9 sizes to fit 
ALL sizes of shoes. % gross pairs in box. 


Sold by Leading Jobbers. Send for Samples and Prices 
STAR HEEL PLATE CO., Newark, N. J. 
GO666660666066 660606666 


Now while more shoe repairing is being done for econ- 8 
o 
& 
& 
o 
© 












Selling ‘‘Hospitality’’ is a profitable 
business. That’s why progressive 
hardware dealers all over the coun- 
try are featuring Sager Builders 
Hardware. 

Designed to reflect the hospitality, 
dignity and friendliness that archi- 
tects and contractors are building 
into the homes of today, Sager meets 
a lively market with designs that 
“click.” 


Wity not be a part of the Sager 
“Hospitality for Sale’’ campaign... 
you will win new customers and re- 
peat sales. Write for complete de- 
ee 


SAGER LOCK WORKS 
North Chicago, Illinois 





AND AUTHENTIC 
PERIOD HARDWARE 











if you are going to change your address 


please notify the CIRCULATION DEPARTMENT 
at least 3 weeks before you move. 


HARDWARE AGE, 239 West 39th St., New York, N. Y. 
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, HELPS YOU SELL! 





Up-to-the-minute local newspaper adver- 
tising brings results. We supply attention- 
getting newspaper electros in all sizes free 
of charge. For mailings and hand-outs we 
give you colorful folders imprinted with 
your name. For your store. there is a beau- 
tiful metal stand that holds a complete line 
plus a four-color window display with a 
teal punch. And remember: Every can of 
Foster's 1-B-M is guaranteed to meet U. S. 
Master Specifications! 


Bey. ASPHALT Fibre 
ROOF COATING 
|-B-M- Ligue ROOF coating 
[-B-M- ASPHALT PLastic 

ROOF CEMENT 
BLACK CAT Brand... A Quality 
Competitive Grade for Price Buyers! 


sensamin FOSTER company 


20th St. & Erie Ave., Philadelphia, Pa 











STEEL BRICK HODS 
Have been used 


for years 
because of 
their strength 
and lightness. 

All steel 





we. 162 one 
Brick a7” deep 
Prices Will Interest 
The Cleveland Wire Spring Co. 
E. 88th St. and Hamilton Ave 
@ @ CLEVELAND. OHIO e °e@ 
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—the perfect mater- 
ial for glazing wood 
or steel sas and 
general patching 
purposes instead of 
ordinary putty. Does 
not dry out, crack 
or peel away. Sets 
to rubber-like con- 
sistency. Dept. A. 


MACKLANBURG-DUNCAN CO Oklahoma City, Okla. 
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COOKS# CHM WAIL 


5 9SFLECT fg, CLIPPERS 


\ 


Gem Nail Clippers 






Fy MOUNTED ON THIS 
“SALESMAN” 


Colorful fast-selling dis- 
2 play holds doz. ellppers et 
{ 35¢ ea. Good profit. Ask 

your jobber. Send for cata- 
fog price sheet. 


The H. C. COOK CO. 


27 Beaver St., Ansonia, Conn. 
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Don t pS Oe 


to mention that 
you saw it in— 


HARDWARE AGE 








100 




















The *““WHO MAKES IT?” issue of 
HARDWARE AGE enables you to 


quickly locate sources of supply and 


helps you answer many questions re- 


garding brand names, products, etc. 


Decatur, Ind.: Where can we ob- 
tain Mustad Viking fish hooks? The 
Schafer Co. 


ANSWER: O. Mustad & Son, 302 
Broadway, New York, N. Y. 


* * * 


New York, N. Y.: Who makes the 
Steem-Electric combination steam 
and electric iron? John Dunn Son 


& Co. 


ANSWER: Steem Electric Corp.. 
1726 Lafayette St., St. Louis, Mo. 


- * * 


Port Townsend, Wash.: Who 
makes the Century gas range? 
Olympic Hdwe. & Furniture Co. 


ANSWER: Century Specialty Co., 
Johnstown, Pa. 
* * . 
Winton, Mo.: Who makes the Best 


Made lawn mower? Rumpel Hdwe. 


Imp. & Furn. Co. 


ANSWER: Dille & McGuire Mfg. 
Co., Richmond, Ind. 


e * * 


Santa Rosa, N. M.: Who makes 
the Volunteer shot gun? Smith 
Mercantile Co. 


ANSWER: Special brand of Bel- 
knap Hdwe. Co., Louisville, Ky. 


* * * 


Bronx, N. Y.: Who makes the Du- 
por chemical cartridge for respira- 
tors? Jerrold Supply Corp. 


ANSWER: H. S. Cover, Chip 
pewa Ave., South Bend, Ind. 


* ” * 


Chicago, Ill.: Who makes a clothes 
hanger used in mines and consists 
of a basket with pulleys, chains and 
hooks to hoist garments up to the 
ceiling? Tru Test Marketing & 
Merchandise Corp. 


ANSWER: Barker-Goldman-Lubin 
Co., 9th & Madison Sts., Springfield, 
Til. 
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ROCHESTER ADJUSTABLE 
SASH BALANCES 


| 
| *)} A product of Guar- 
°| anteed quality. Real 


MAKES IT?” | Me. 


Rochester Sash Balance Co., Ine. 
Rochester, N. Y. 
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Information regarding sources of supply as provided readers of 
HARDWARE AGE by the “Who Makes It?” editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 


MADE IN U.S.A. 


ASK YOUR JQGQBBER 


f thei i a 
cause of their general interest to hardware merchants and buyers cen GUR EXTAA VALUE 
This editorial feature in each issue supplements the service ren- SEWED PIECE CHAMOIS 

“ 9” - one 3 
dered by the “Who Makes It?” issue. When writing to the firm: HOYT & WORTHEN TANNING CORP 
mentioned, state that you secured your information from the HAVERHILL. MASS. 








HARDWARE AGE Directory Number. 





KEY BLANKS 


OF EVERY DESCRIPTION 
Also, assorted skeleton keys. 


Scarsdale, N. Y.: Who makes the ANSWER: Porcupine Co., 1939 3. a i 


Bolens roller mower? Lazars Hdwe. Williamson St., Bridgeport, Conn. 
Catalogue on request 


Co. 
GRAHAM MFG. CO. 
ANSWER: Gilson Bolens Mfg. gis Di Dept. w. in 
Co., Port Washington, Wis. Derby, Conn., U. S. A. 














Indian Lake, N. Y.: Who makes 
so the Blodgett gas bake oven? R. W. , ae Door Hardware 


Savage. 


Wakefield, R. I: Please furnish ANSWER: G. S. Blodgett Co. ——— 


the address of the Neptune Rubber Burlington, Vt. 


























Co. Wakefield Brauch Co. ishes in stock, “Special Bars made to spect 
a 
ANSWER: Trenton, N. J. * * e : : 
Mfg. a 2 . S. PARKER HARDWARE MFG. CORP. 
Ludiow & Canal Sts., New York, N. Y. 
. Phones CAnal 6-1680-1-2-3 
* * # Weirton, W. Va.: Who makes a “RUSH SHIPMENTS" 
fire-proof ironing board cover? P 
makes Havre, Mont.: Where can we ob- & L Hdwe. & Auto Supply Co. ELECT RIC Fence 
Smith tain a wood Dado plane 34”? H. =e. cee 
Earl Clack Co. . ANSWER: Coshocton Mfg. Co.. pal gar i psa 
Coshocton, Ohio. quickly, ‘securely, without 
f Bel. ANSWER: A. Wangerin, 123 4th nlged spring wire, on 
Y. Ave., New York, N. Y. pee 
. . simply Seen 
r 
D ics oe ACCESSORIES MFG. CO., 4737 Broadway. Chicago, Ill. 
— Asheboro, N. C.: Who makes 
_— Cook-Rite cooking ware? G. Plem- . 
Danville, Va.: Who makes the mous. 
Chip Power Chief Mixer? Virginia 
Hdwe. & Mfg. Co. ANSWER: W. I. Tycer Pottery 
Co., Columbus, Ohio. 
ANSWER: Neupert Mfg. Co., 82 D E | : S T Oo N 
lothes Lake St., Buffalo, N. Y. 


se ‘Lead Seal” NAILS 


>» the Trumansburg, N. Y.: Who makes Get samples of this remarkable roofing nail 





he S te wnt T. Re which makes any kind of roofing give better service 

1g & the Sonora radio sets‘ he Biggs Smart dealers everywhere sell it as a profit-maker 

Montoursville, Pa.: Who makes Co and good will builder. Note the famous ‘Lead 

™ x . Seal’’—the lead under the head and down the 

steel edging used along the edge of shank actually pluge the nait hole with lead! « 

ubin driveways, to keep the grass in line ANSWER: Sonora Radio & Phono- es 
field, and from getting over on the drive- graph Corp., 7800 W. Cortland St., The DENISTON Company 

way? G. W. Bennett & Son. Chicago, Ill. 4840 S. Western Ave. CHICAGO. ILL. 
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Classihied Oppovtumitien Section... 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





|  _Chanrikied Adwentining Rater | 





Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words...... $3.00 
All capitals, maximum, 50 words... 4.00 
Each additional word...... 06 


Positions Wanted 


(Special Rate) set solid, maximum. 
ey SED vnh dns onnncbeeenceeans .50 
Each additional word ............. 01 


Allow Seren Words for Keued Addreas or Your Address 


BOXED DISPLAY RATES 








DISCOUNTS FOR CONSECUTIVE INSERTIONS 

4 insertions, 10% off; 8 insertions, 15% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise- 
ments. 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order. 
not currency. 





HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 

















OE Catia dikdecossnanas $5.00 
Each additional inch ........ 4.00 239 West 39th St.. New York City 
| _Posikioms Wanted ||| Positions Wanted —||[ Positions Wanted ‘| 
HARDWARE PERSONNEL. OUR FILES 


CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re- 
tailers and wholesalers. No charge to employers. 
Just phone ‘Wisconsin 7-1802 or write to Asso- 
ciated Placement Bureau, 152 West 42nd Street, 
New York City. 


25 


MERCHANT, YEARS’, 


in national and inde 


HARDWARE 
THOROUGH experience 
pendent makes of Builders’ and Shelf Hardware, 
Tools, Cutlery, Auto Accessories, Electrical Ap- 
pliances & Supplies. Lighting Fixtures, Floor 
and Table Lamps, Plumbing, Paints and Sup- 
plies. Housewares, etc.; Radio, Sporting Goods, 
Refrigerators and Oil "Burners. Thorough me- 
chanic, electrican, locksmith, window dresser 
Quick mathematically; clean cut, steady. Know 
the value of merchandise. Would like to make 
connection where I can work with the firm. and 
position offering chance for advancement. Hours 





and salary secordary Will go anywhere Ad- 
dress Box D-502. care of Harnoware Acer, 239 
W. 39th St.. N. Y. City 

SALESMAN, TEN YEARS’ EXPERIENCE 


COVERING hardware. fishing tackle, bicycle and 
building trade of Southern New York State, also 
seven years bicycle trade exclusively in south- 


west. Am single, middle aged, A-1 references. 
Address Box D-443. care of Harpware Ace, 
239 W. 39th St., N. Y. City. 





AW INTERESTED IN CONNECTING WITH 
reliable Manufacturer as Purchasing Agent. 
Eighteen years’ experience Jobber, Mail Order 
and Syndicate Buying Companies Acquainted 
with the trade and can aid in increasing volume. 


Excellent references Address Box D-498 care 
of Harpware Acr, 239 W. 39th St.. New York 
City 

MANUFACTURER’S AGENT, 36, MAR- 


RIED, LARGE following with the hardware job- 
bing trade, mill supply, chain stores, large retail 


dealers covering metropolitan New York terri- 
tory desires tool or builders’ hardware line on 
straight commission basis. 15 years’ experience. 
Good references. Address Box D-460, care of 
Harpware Acer, 239 W. 39th St.. N. Y. City. 

DIEMAKER, TOOLS AND ALL AROUND 
machinist. Over seventeen years’ experience. 


part time or other propo- 
sition. Can lay out own job, from idea, blue- 
print or model; also experimental work. A trial 
would convince you of my ability and accuracy 
of work. References. Address Box D-505, care 
of Harpware Acer, 239 W. 39th St., N. Y. City. 


Seek position steady, 





M. GARBER, 22, EXPERIENCED SMALL 


STORE, seeks future 
pots and pans) store. 
smithing, electrical repairs; 
mechanical 
portunity 


in large hardware ( 


work or future therein. 
to learn displaying, 
sales, eventually buying and 
Salary of no consequence. Will 
Write to—2077 Deane Street, Brooklyn, N. 


inventory, 


no 


Now doing glazing, lock- 
but do not care for 
Wish op- 
stock, 
merchandising. 
gladly call. 





HARDWARE MAN THOROUGHLY E 


xe 


PERIENCED IN Retail and Wholesale hardware, 


paints, 


sporting goods and kindred lines, desires a 


position with responsible retail firm. References. 
Capable of buying. bookkeeping and store manage- 


ment. In early fifties and good health. Free 


zo anywhere. 


Salary secondary. Address Box 1-316. care 


to 


Middle West or South preferred. 


of 


Harpware Acz, 239 W. 39th St., New York City. 





SALESMAN WITH 
25 years’ successful selling experience desires 
make a change. 
and will repeat. Free to travel. 
Indiana, Michigan. Salary, expenses, 
Address Box D-497, care of Harpware Ace, 
W. 39th St.. N. ¥. City. 


SALESMAN WOULD 
SENT 
and plumbing supply jobbers and wholesalers 
Metropolitan New York territory on commissi 
basis. Well acquainted with’ trade. Address B 
D-494, care of Harpware Acer, 239 W. 
N. Y. City. 


LIKE TO REPR 


YOUNG 
IN Paint, 
supplies. 
Electrical repairs, make keys and 
Metropolitan District preferred. 
1-442, care of Harpware Acr, 239 W. 
N. Y¥. City. 


MARRIED 


Hardware, Electrical and Plumbi 


Address 


INSIDE HARDWARE SALESMAN. 
42 years of age, married, will go anywhere 
N.E. Have had 12 years’ experience. 
nish references. General 
Farm Implements, Sporting Goods, 
Mill Supplies. Have car, will travel 
sary. Address Box D-501, care of Harpwa 
Acre, 239 W. 39th St., N. Y. City. 


SALESMAN—I 
Hardware, Jobbing, Semi-Jobbers, 
the Dept. 
Travel in car and produce. Address Box 
one of Harpware Ace, 239 W. 39th St., 

ity. 


Electric 


Syndicate, a 


N. 


A BACKGROUND OF 


to 


Wants a line that has volume 
Prefers Illinois, 
bonus. 
239 


E- 


a manufacturer to hardware, mill supply 


in 
on 
Ox 


39th St., 


MAN EXPERIENCED 


ng 


Can do all kinds of Plumbing work, 
repair locks. 
Box 
39th St., 


I AM 


in 


Can fur- 
hardware experience, 
al, 
if neces- 


RE 


HAVE TRAVELED THE 


nd 


trades in N.E. for the past 15 years. 
D-500, 


bf 








Available, A TRIPLE THREAT MAN in 
the Hardware Industry. EXECUTIVE, 
now employed. Years of mee (1) 
in Retailing, (2) Wholesaling, (3) with 
one Manufacturer. Good education—Eng- 
lish-Scotch descent, 45 years old. Decided 
at age 20 to learn thoroughly the Hard- 
ware business. Still studying and learn- 
ing—now a $10,000 per year man. 

I’m still closely in touch with retailers. 
I’m also a triple threat for a wholesaler, 
—capable of taking charge of (1) selling, 
(2) buying, (3) advertising, also manage- 
ment. Can build annual promotion cam- 
paigns for both Wholesalers and Retailers 
and develop increased business. 

Selling experience with Manufacturer 
started with regular selling to retailers. 
Then I developed the first jobber outlets 
for factory and finally handled department 
store trade, public utilities and Hardware 
Wholesalers. 

I believe I know the trend of future dis- 
tribution. My most effective contribution 
will be to a good Hardware Manufacturer. 
I’m a practical Idea-Man, sales and adver- 
tising minded with 9 years of executive 
experience. 

This is selling copy, please forget the 
egotism. Address Box D-468, care of 
HARDWARE AGE, 289 W. 39th St., New 
York City. 














ENERGETIC AND AMBITIOUS YOUNG 
MAN, 22 years old, single, with driver’s license, 
desires position. Has had eight years’ experience 
in the hardware, paint, plumbing and _house- 
furnishing line, also thoroughly experienced in the 
gas range field and major electrical appliances, 
such as refrigerators, washing machines, etc. 
Adress Box D-484, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 





HARDWARE MAN WANTS POSITION AS 
salesman and buyer with Lumber dealer carrying 
Hardware, or Merchant. Best of references from 
factories and others. Address Box D-491, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 


SALESMEN OR MANUFACTURERS’ 
AGENTS FOR steel and iron space heaters, 
ranges, hot blasts, coke heaters, laundry stoves 
Several territories open on an attractive and 
aggressive plan. Address: Anchor Stove & Range 
Company, New Albany, Indiana. 























postage for remailing. 


Samples of Merchandise. Literature, Catalogs, etc., will not be forwarded unless accompanied by full 











HARDWARE AGE 
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AGE 








[Sales Representatives Wanted | 


[Sales Representatives Wanted | 


| Bariness Opportunities | 








SALESMAN WANTED BY RESPONSIBLE 
MANUFACTURER to sell five complete lities, or 
atades, of aluminum ware to hardware stores, 
housefurnishing trade, etc. Commission—paid 
weekly. Protected territory. Give full informa- 
tion regarding experience. State territory worked. 
Address—IIlinois Pure Aluminum Company, Le- 
mont, Illinois. 








HAVE YOU ENTREE WITH THE hard- 
ware, electrical and radio jobbers? Our line of 
wire and affiliated products should interest you. 
New England States, Wisconsin, North and 
South Dakota, Minnesota, North and South Caro- 
lina, Mississippi, Arkansas, Kentucky, T 


WANTED! SALESMEN NOW SELLING 
HOUSEWARES to hardware dealers—depart- 
ment stores and other dealer outlets—who can 
properly handle additional line of cast aluminum 
utensils, pressure cookers, hotel ware. Must 
thoroughly cover territory by car—commission 
basis—exclusive territory. Give complete details 
—confidential. Address: National Aluminum 
Mfg. Co., Peoria, Illinois. 








[  fccounts Wanted =| 





Louisiana, Iowa, Missouri, Kansas and Nebraska 
Open. Address Box D-454, care of HarpDWarRE 
Acz, 239 W. 39th St., N. Y. City. 


MANUFACTURER RUBBER PRODUCTS 
SELLING A profitable all year line of staple 
necessities to Hardware, Plumbers, Department 
Stores, and Household Appliance dealers for re- 
sale, has territories available for full or part time 
salesmen. No rubber experience necessary. Sur- 
ety bond required, Commission. Protected terri- 
tory granted. Address Box D-492, care of Harp- 
WARE AGE, 239 W. 39th St., N. Y. City. 


SALES REPRESENTATIVE WANTED — 
QUALIFIED SALESMAN to sell old established 
line Builders’ Hardware, Padlocks and Night 
Latches—Wholesale and Retail Hardware trade 
—Exclusive territories—Commission basis—Give 
full particulars, lines handled, territory covered, 
experience, etc. Address Box D-504, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 











SALESMEN: SELL WELL-KNOWN LINE 
Brushes, Mops; Northern New York and Ver- 
mont. Applicants must have lengthy acquaint- 
ance retail hardware trade, and live on territory. 
‘Commission. Address Box D-503, care of Harp- 
WARE AGE, 239 W. 39th St., N. Y. City. 





WANTED—MANUFACTURERS’ AGENTS 
NOW CALLING on builders hardware dealers 
and lumber yards to sell line of casement hard- 
ware. Several good exclusive territories open. 
In reply give experience and advise territory 
covered. Address Box D-479, care of HarpWARE 
AGE, 239 W. 39th St., N. Y. City. 








1 HAVE GOOD ESTABLISHED TRADE 
with retail hardware, paint, and wall paper stores 
in Michigan and northwestern Ohio. Can handle 
another good line on commission basis. Interested 
only in good volume line. Can furnish best busi- 
ness or personal references. Address Box D-490, 
care of Harpware Ace, 239 W. 39th St., N. Y 
City. 














| Barsiness Opportunities | 


HARDWARE MAN, CAPABLE MANAGER 
BUYER, saiesman; twenty years’ experience gen 
eral hardware tools, factory, mill supplies, for 
merly employed by the largest concerns in th 
City of New York; now in business for himself 
for the past ten years in the Metropolitan area, 
excellent rating: references. Wants to get ow 
of the one man proposition and merge with a re 
liable source. Offering services and stock equity 
about $8,500. Open for proposition. Address 
Box D-408, care of Harpware Ace, 239 W 
39th St., N. Y. City 


MERCHANDISE WANTED—I BUY FOR 
cash small or large lots of manufacturers’ close 
outs, jobbers’ surpluses and any discontinued 
items in the hardware and harness line. Write 
me what you have to offer. Address Harry J. 
Epstein, 815 Central St., Kansas City, Mo. 








AS I DESIRE TO RETIRE, I WISH TO 
SELL ONE-THIRD INTEREST IN AN OLD 
ESTABLISHED FIRM HANDLING HARD 
WARE AND LUMBER. LOCATED NEAR 
CENTRAL MISSOURI, GROWING CITY 
ABOUT 3,500, WHITE POPULATION. 
RAILROAD DIVISION. CLOTHING AND 
CHEESE FACTORIES. GOOD FARMING 
COUNTRY, POULTRY, DAIRYING, AND 
GENERAL FARMING. ONE OF THE BEST 
PUBLIC SCHOOL SYSTEMS IN CENTRAI 
MISSOURI. ADDRESS BOX D-496, CARE OF 
HARDWARE AGE, 239 W. 39TH ST., N. Y 
“ego 


WILL SELL PATENTS AND CASTINGS 
for Gas-Saving Plate. Cast aluminum, cast iron 
construction. Heats two pans with one burner; or 
one side used as griddle. Manufacturing cost 85c, 
sells for $1.75. Practicability proven. Will con 
sider deal on royalty basis. Address Box D-495 
care of Harpware Ace, 239 W. 39th St., N. Y 
City. 


HARDWARE STORE IN FAST GROWING 
North Georgia town, has doubled in size in past 
five years. In heart of T.V.A. area, good pos 
sibilities in electrical appliances as well as hard 
ware, Trading area of 8,000 population. Nearest 
Hardware store 18 miles. Sufficient reasons for 
selling. Adress Box D-493, care of Harnware 
Ace, 239 W. 39th St., N. Y. City. 


FOR SALE: HARDWARE, PLUMBING 
AND Tinning Business located in an Industrial 
City in Ohic, population 40,000. Large neighbor 
hood trade in better residential district. It is 
priced right and worthy of your consideration. 
For further particulars address Box D-499, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 














| Help Wanted ] 


WANTED: BY A WHOLESALE HARD 
WARE Concern—salesman to canvass the Retail 
hardware trade in Washington and the immediate 
vicinity. With your reply state age, number of 
dependents, references and experience. Address: 
May Hardware Co., 1818 New York Ave., N.E., 
Washington, D. C., At. 6565. 





fire You Seeking SALES REPRESENTATION 
either on a NATIONAL a: SECTIONAL BASIS? 


HARDWARE AGE VERIFIED LIST 


established. 


It lists 1150 MANUFACTURERS’ AGENTS in the United States and 48 in Canada operating in the 


hardware field, giving not only their names and addr esses but also the lines handled, territories covered, 
number of men traveled, branch addresses of those firms having them and the year the businesses were 


Obviously this information will prove helpful in arranging for sales representation wherever desired in 


the United States and Canada. 


HARDWARE AGE VERIFIED LIST also contains separate lists of Wholesale Shelf Hardware Houses, 
Wholesale Heavy Hardware Houses, Mill Supply Distributors, Plumbers and Tinners Supplies Jobbers, 
and Chain Hardware Stores, authoritative lists that are recognized as indispensable for effectively con- 
tacting, personally or by mail, these distributors in the hardware trade. 

The price for this publication, containing all the lists stated, is $10.00 a copy. Remittance with order. 


HARDWARE AGE 
VERIFIED LIST DEPARTMENT 
New York City, New York 


239 West 39th Street 


JUNE 1, 1939 
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NEW DEEP WELL 
PUMPS voce cttmn 


these completely new 
Deep Well Pumps. More weight, and strength 
than you will ever need. Independent discharge 
chamber. Simple unit construction. An un- 
matched value—a real opportunity for bigger 
pump sales and profits. Write today for full 
details and franchise information. 


He Profits Most Who Sells Running 
Water First! 












In the Fields 
for 60 Years 


The Old 
Reliable 


Demand the genuine SANDVIK BANKO Scythes, made by skilled 
craftsmen entirely from best Swedish Charcoal Steel with inserted 
crucible steel bit. Fully guaranteed against manufacturing defects. 
From your jobber, or write Factory Sales Office: 


Sandvik Saw & Tool Corporation 
47 Warren Street 11 North Jefferson Street 
New York, N. Y. Chicago, Ill. 











Gen!" DOMES of SILENCE 
SLIDE SILENTLY - SOFTLY - SMOOTHLY 


SAVE FURNITURE 
& FLOORS-CREATE QUIET 


Domes 


Domes of 


Rubber Cushion 


Ask your Jobber. If he 5 ed write 


DOMES of SILENCE, Inc., 35 Pear! St, N.Y. C. 


104 














Ondex SJa Adwentinen 





The Dash (—) Indicates that the Advertisement Does Net Appear ie This issue 


A 


Abrasive Prod., Inc. .........-. 
Accessories Mfg. Co. .......... 
Acme Steel Company .......... 
Alabastine Co. ...ccccccsseeee 
Aladdin Industries, Inc. ..... 
Allen Mfg. Co., The ......... 
Bee Be, Ge, We BA cccscen: 
Alliance Mfg. Co. .....csese0e- 
Altorfer Bros. Co. ........+06. 
American Brass Co. ..........-. 
American Cabinet Hdw. Corp. .. 


American Chain & Cable Co., Inc. 


American Chain Div. .......... 
American Fork & Hoe Co., The.. 
American Sponge & Chamois Co., 

EME, scccccccccccccssecscese 
American Steel & Wire Co. 
American Thermometer Co. .. 
American Thermos Bottle Co., ° 

BRO cceccccccccscceceesoceoce 
American Wire Fabrics Corp... 
Ames, Baldwin, Wyoming Co. .. 
Animal Trap Co. of America... 
Anker-Holth Mfg. Co. ......... 
Arcade Mfg. Co. ...cseecceeees 
Archer-Daniels-Midland Co. .... 
Armstvong-Bray & Co. .... 
Armstrong Bros. Tool Co. | 
Meee & Oe, B. Co. ccccsese 
Atlas Asbestos Co. ..........- 
Automatic Products Co. ...... 
Automotive Sprinkler Co., The. 
MISES. Ge. cc cicccsccescccce 
Avery Adhesives eee 


Hv 


Baker MeMillen Co., The .. 
Ballonoff Metal Products Co. 
Barrett Co., TRE ...cccccccecs 
Barrows Lock Works 
Bartlett Mfg. Co. ...... ees 
Bassick Co., The ......... 
Behr-Manning Corp. ..... 
Bemis & Call Co. ...... 
Bernz Co., Inc., Otte 
Bethlehem Steel Co. ... 
Bissell Carpet Sweeper Co. 
Blaisdell Pencil Co. ..... 
Bommer Spring Hinge Co. 
Bond Electric Corp. ....... 
3org-Warner Corp. ......2--+.:5 
Boss Mie. Go. .ccccccccccccccs 
Boston Woven Hose & Rubber 
Cc 


0. 
Boyle Co., A. 8. (Plastic Wood) 
Boyle Co., A. 8. (Three-in-one 
Oil Div.) covecccocscccesoe 
Brearley Co., The ........se0+ 
Briggs & Stratton Soap. 
Brown Corp., W. R. 
Brush-Nu Co. .....-0.5. 





Cc 


Calbar Paint & Varnisn Co. 

Carborundum Co., The ........ 
Carey Co., The Philip. sowee 
Casuagio-iitinets Steel Corp. 
Carrollton Metal Products Co 
Carter Products Corp. ...... ° 
Casco Products Corp........... 
Céntral Commercial Co. (Sta-So) 
Chamberlin Metal Weather Strip 

Co 






Chameten Hardware Co., The. 
Cheney Hammer Corp., Henry.. 


Chicago Lock Co.........ecee0. 
Chicago Roller Skate Co....... 
Chicago Spring Hinge Co....... 
Chicago Wheel & Mfg. Co..... 
Chisholm-Ryder Co., Inc........ 
Ce De Mn Be Beds cccecece 
Clarke Sanding Mch. Co........ 


Clayton & Lambert Mfg. Co.... 
Clemson Bros., Inc..........++++ 
Cleveland Chain & Mfg. Co., The 
Cleveland Wire Spring Co., The 
Ge BE Ciiarccccccccscces 
Coburn Trolley Track Co....... 
Coleman Lamp & Siove Co..... 
YY SS, “Sane 
Columbia Steel Co............. 
Columbia Rope Oo........ 
Connecticut Valley Mfg. Co.. 
Continental Screen Co......... 
Continental Screw Co.......... 
Continental Steel Corp......... 
Sees Ge. BM. GC, Be. .ccccsoe 
Crescent Tool Co...........+++. 
Crosley Corp., The ...ccesee. 
Green On., W. Woccccccccceses 
Cycle Trades of America, Ine. 
Cyclone Fence Co............ 


Daiey Mfg. 00... ccccccccissses 
Damascus Steel Products Co.. 

Dazey Churn & Mfg. cs dnces 
Dempster Mill Mfg. Co......... 


Lill IIE lel eel 


‘aS ie i 


| | 
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SS eee 101 
DeWitt Operated Hotels. oe. = 
ONE GR. be cccedtcccccceses _= 
Diamond Calk Horseshoe Co..... 83 
Dickson Weatherproof Nail Co.. = 
i |; SS Oe 90 


Disston & Sons, Inc., Henry. -- 
Dixon Crucible Co., Joseph..... _ 
Domes of Silence............ 104 
Draper-Maynard Co., The...... ~ 
du re de Nemours & Co., Inc., 
, Rayon Dept., Cellophane 
Div: ” Cellulose Sponge Se PE 
du Pont de Nemours & Co., Inc., 
E. I., Fabrics and Finishes 
Dept., Chemical Specialties. . 


Eagle Lock Co....... 

Eagle Mfg. Co....... 

Eagle Rule Mfg. Corp.. ; 
BES EE  cecdnscessovcesces 
Elastic Tip Co., The...... 
Electro-Line Fence Company... . 
PE ME, GMa crcccesesenes 
Empire Level Mfg. Co......... 
Everedy Co., The..... — 






Faultless Caster Corp..... as _ 
Flexible Steel Lacing Co....... = 
Florence Stove Co............. _ 
Ford Motor Co. (By-Products 
rrr ree = 
Foster Company, Benj.......... 100 
Frantz Mfg. Co....... ote - 


Nt SR fe eh 5 i ase o:6-de are bii 20 
Cee GH GPR. n ccccsscccece _ 
Gardiner Metal Co............. 95 
teneral Electric Co. (Full Line) — 
General Electric Co., Bridgeport, 
Conn., Appliance & Mdse. Dept. — 
General Electric Co., Lamp Div. — 


General Motors Sales Corp...... 
Gibson Electric Refrigerator Corp. — 
Gilbert & Bennett Mfg. Co...... — 
Glass Coffee Brewer Corp....... — 
Goodyear Tire & Rubber Co., Inc. & 
Geena BE, GOiccccccccsccece 101 
Gray & Dudley Co............ _ 
Greenfield Tap & Die Corp...... 80 
Greenlee Tool Co...........45- 73 
Griffin Mfg. Co.......... 3 7 
Li | 

Hanson Scale Co.......... 

Harris ) ~ BA & Mfg. Co., 

a: S6eGdRens O68C2e8 66008 _ 
Hawkins CB, BOs ccescccecses _— 
Hazard Lootinaal ‘Wire Works. 17 
Hletior & Os., W. Gicecccccccees 87 


Hibbard, Spencer, Bartlett Co.. oe 
PE GI cccceccsecccevece -- 
Hindley Mfg. Co............20+. _ 
Hotel Benjamin Franklin....... _ 
Hoppe, Inc., Frank A.......... _ 
Horton Manufacturing Co....... 

Hoyt & Worthen Tanning Corp. 101 
a Seer ere 2 
ee ree ee) 


Independent Lock Co....... _— 
Indestro Mfg. Corp............. 6& 
Indiana Steel & Wire Co....... _ 
Ingersoll Steel & Dise Div., Borg- 
WOrMer OOEP. wcccecccccccce 
International Harvester Co., Inc. — 
Iron Glue Div., McCormick Sales 


Co. 
Irwin Auger Bit Co., The. ~ 


J 


Jennings Mfg. Co., The Russell. 
Jones & Laughlin Steel Corp... 


Judd Co., Inc., H. L.......... _ 
Justrite Mfg. Co.......... ; 
K 

Keil & Sons, Inc., Francis. 
Keuffel & Esser Co............ — 
Mista & Bens, MM... .ccccccces: 86 
Knapp-Monarch Co. ........... — 
K-R-O Company .........5+.: oe 
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The Bash (—) Indicates that the Advertisement Does Not Apoear in This Issue 


L 


Laclede-Christy Clay Prods. Co. 
Lamson & Sessions Co.......... 
Landers, Frary & Clark........ 
Laughlin Co., Thomas.......... 
Lead Industries Assoc.......... 
Libbey-Owens-Ford Glass Co.. 
Lincoln-Schlueter Floor Machin- 
Ge GH oc cdetisicescnsevesen 
Lockwood Hdwe. Mfg. Co...... 
Lowe Brothers Company, The... 
Lufkin Rule Co., The....... 


McCormick Sales Co., Ine., Lrou 
Gime TG. wc ccccscsccccsces 
ee Sales Co., Red Arrow 
MeDonala meee. Oe., A. Zeccccs 
pe See ie 
Macklanburg-Duncan Co. ...... 
Majestic Company ......... : 
Manning-Bowman Co. ......... 
Marble Arms & Mfg. Co........ 
Marlin Firearms Co., The...... 
Master Lock Co.............. 
Master Products Co., The..... 
Master Rule Mfg. Co., Inc..... 
Maze Company, W. H......... 
Merchandise Mart, The. Oe a 
Metal Sponge Sales Corp. 
Miami Cabinet Div. of The 
Pee COPOe Oi. .60cccvcesce 
Mid-States Steel & Wire Co..... 
ae eee 
Miller, Inc., Robert E......... 
BEIT WUMO Odi. cccccccccces 
Monarch Manufacturing Co...... 
Moore Enameling & Mfg. Co., 
BD ccccccvtccarcveccccedes 
Moore Push Pin Co............ 
Morse Twist Drill & Machine Co. 





Motor Wheel Corp. (Duo-Therm 
Div 18 


Murphy’s Sons Co., Robert..... 
Murray Ohio Mfg. Co., The... 
Myers & Bros. Co., The F. E... 


N 


“—— Enameling & Stamping 
National Lead Co.............+. 
National Mfg. Co............0.. 
National Pressure Cocker Co.. 
National Screw & Mfg. Co., The 
New Haven Clock Co., The... 
> SS rere 
Nicholson File Co..... omcware 
Norcross & Sons, C. S..@....... 
Norton Abrasives ............. 
Norton Door Closer Co....... 
Norton Lasier Co........ 





Okonite Co., The........ 
Oliver Iron & Steel Corp...... 
Outboard Marine & Mfg. Co.. 
Guietd Desk Od...ccccess 


Pacific Plastic & Mfg. Ov., tue 
Page Seed Co., The............ 
Paine Company, The...... : 

Parker Hdwe. Mfg. Uo., 3..... 
Patent Novelty Co............ 
Pecora Paint Co......... re 
Perfection Stove Co... 
Perforated Pad a ~ ged 
Peters Cartridge Div.. ; 
Petersen Mfg. Co...........++-+- 
= Plate Glass Co., Paint 










Pittsburgh Plate Glass Co. 
(Pennvernon Div.) ........ 
Pittsburgh Plate Glass Co. 
CHES WOUND wosccccccccee 
Pittsburgh Steel Co............ 
Plymouth Cordage Co.......... 
Plymouth Rubber Co., Inc...... 
Porcelain Products, Inc......... 
Premax Products .........+++:. 
Proctor Electric Co............ 
Progressive Mfg. Co., Inc....... 
Puritan Cordage Mills... . 


Raucher Manufacturing Co.... 
Raybestos-Manhattan, Inc. (Ray- 
Destes Div.) wccoccccsccsecs 
Ray-O-Vae Ge. ccccccccscccce, 
Reading Hardware Corp........ 
Red Arrow Div., McCormick 
Bales OO. sccccsesescccccess 
Remington Arms Co., Inc...... 
Republic Steel Corporation. .... 
a Steel Corporation (Wire 
ED cctcceotcsccune 





Reynolds Wire Co............. 
Rich Ladder & Mfg. 
Richards-Wileox Mfg. 
Rittenhouse Co., Inc., 

Rixson, Oscar C., & © 
Robertson, Arthur R........... 
Rochester Sash Balance Co., Inc. 
Rogers Isinglass & Glue Co..... 
Roper Corp., Geo. 3 Sa, ie alae 

Me OW Bee Bes tccwccses 
Russell, Burdsall & Wara Bolt & 





ut 
Ryerson & Son, Inc., Jos. T. 


Ss 


Sager Lock Works........... . 
Samson Cordage Works......... 
Sand’s Level & Tool Co........ 
Sandvik Saw & Tool Corp...... 
Savage Arms Corp............-. 
Schacht Rubber Mfg. Co........ 
Schalk Chemical Co............ 
es Pre eee 
Schlueter Mfg. Co............. 
Schollhorn Co., The Wm....... 
Sentinel Radio Corp........... 
Shapleigh Hardware Co........ 
Sheffield Bronze Powder & Stencil 
Sherman Bets Ob, TE. Bicccces 
Sherwin-Williams Co., The..... 
Signal Electric Mfg. Co........ 
0 Re 
Smith, Inc., Landon P......... 
Socony- -Vacuum Oil Co., Bug-A 
Socony-Vacuum Oil Co., Tavern 
rere rrr 
DE GE, 6 ved.c'er.vesseecs 
Speedway Mfg. Co..........+.-. 
Standard Fence Co............ 
Standard Steel Products Co.. 
Stanley Tools, Div. of the Stan- 
Mey WORMB. cccnecs. 
Stanley Works, The 
Star Heel Plate Co 
Starline, Inc. ..... 
Sta-Tite Snath Co. aeig ees 
Stearns & Co., E. ©. peeabeeusiae 
Steel Products’ SN, MD di 6.0406 
Weevets ASS GB, Foccccciccces 
Stewart Iron Works Co., Inc.. 
The enon : : 





v 


aoa Coal, Iron & Rauailroa:! 


antes Preteets O8..0ccccerce 
OI, Ths Wess cesctesioees 
Trico Fuse Mfg. Co......-..0¢- 
TRMBOWERE crccscccsesescccsve 
Triplex Screw Co., The........ 
Tubular Rivet & Stud Co...... 
Tucker Duck & Rubber Co..... 
—" Day & ween Handle 


U 


Union Fork & Hoe Co., The.. 

Union Hardware Co............ 
Se fC aoe 
United Stove Co.........see005 
Utica Drop Forge & Tool Corp. 


Vv 


Vaughan & Bushnell Mfg. Co... 
Vaughan Novelty Mfg. Co., Inc. 
Victor Electric Products, Inc.. 
Vita-Var Corp. .....seeeeseees 
Vichek Tool Co. p BOrccees. 


w 


Wabash Appliance Corp....... 
Wagner Mfg. Co.........-.005: 
Wall Rope Works, Inc.......... 
Warren Tool Corp.......-ccece 


Washburn Co., The............ 
Waterbury Rope Co., Inc....... 
Western Cartridge Co.......... 
OE errr 
Westinghouse Electric & Mfg. 
Wickwire Brothers ...........- 
Winchester Repeating Arms Co. 
Wiss & Sons Co., J......+5655- 
Wood Shovel & Tool Co......... 
Wooster Brush Co............. 
Wright Products Mfg. Co....... 
Wright Steel & Wire Co.. G. F. 


Y 
Yale & Towne Mfg. Co., The 


retest 














The original track in 
1888—the superior 
track today. 


Dependable Products Since 1888 


COBURN TROLLEY TRACK CO. 
50 CANAL STREET HOLYOKE, MASS. 














PLAIN AND MUSHROOM BUMPERS 
RUBBER HEAD NAILS @ TOILET SEAT BUMPERS 
CHAIR TIPS @ CRUTCH TIPS @ SUCTION RUBOERS 


SEND FOR CATALOG OF COMPLETE LINE 


The ELASTIC TIP Co. 


370 ATLANTIC AVE: BOSTON:-MASS: 











EVERYWHERE 


No. 800 — Low Priced, Pump Filler, 
ch Polished Brass Finish. 
N Te0Gn 
DE TRON No. 600A — Bottom Filler, 1 Handle 


Lock Down Pump, Polished Brass Finish. 


No. 158A—Chrome Plated Tank end 
Pump, Full Skirted Windshield. 


CLAYTON &@ LAMBERT Mc. Co. 


DETROIT, MICHIGAN 























\P | BRUSH-NU COMPANY , 


- BALTIMORE MARYLAND | 






























The 3 Exclusive Features 


«LOCK JOINT 


(Patent No. 2,038,389) 


are just what us dealers need 


to step up stove pipe sales 





MILCOR, construction features help 


sell more stove pipe to more customers 


You increase stove pipe sales and profits when you pro- 
mote popular LockJoint. Milcor’s advanced engineering 






















Corrugated Elbow 





features provide a clincher” that helps close more sales. 
Adjustable Elbow Show your customers how the Locking Device, the 
your customers realize you are giving them more 

for their money. 
your jobber today. H-12 & H-12A 
Short Fade-Away 
3 Crimp. Edge turned in 


s Exclusive 
Features 
That Locking 

Device. 

S$ el I Locks 
easily by 

hand. Insert notched edge 


into opposite groove, forming 
tight seam. Can’t pull apart. 


esr 


OPEN 


==> 


CLOSED 
























The holding power of the 
Milcor Fade-Away Crimp is 
demonstrated below. Three 
lengths of 28-gauge stove pipe 
support almost 100 pounds 
without sagging. 









Non-Slip End Lock, and the Short Fade-Away Crimp 
give them a stove pipe that is unequalled for quick. 
easy assembling and sturdiness. Show them, too, how 
they get a snug fit that eliminates the danger and un- 
A. pleasant odor of leakage. These are points that help 
\ Go after real profits this season with the stove pipe 
\ A that offers big talking points to make selling easier 
4 . that stands up in service to make satisfied cus- 
tomers. Feature LockJoint. It is available in all standard 
a sizes, is made from finest metals. Order a stock from 

slightly for easy fit- 

ting. Crimp fades away 

rapidly, giving wide, smooth 

surface which assures tight 
assembly. 





up-and-down move- 

ment of lock. Prongs 
on locking tongue fit con- 
cealed slot, 


Non-Slip End Lock. 
New feature prevents 
































CLOSED 


MILWAUKEE, WISCONSIN CANTON, OHIO 

CHICAGO. ILL. ¢ KANSAS CITY, MO. © LA CROSSE. WIS. 
: BALTIMORE, MD. © ROCHESTER, N. Y. 

‘alee Ofices: Minneapolis, Minn. Lil Rock. Ark. Dallas, Tox. Denver Colo., 
oss Washington, D; C.. — Mass. _ 






Unit of the complete 


MItcoR. 


Heating Line 
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| MODERN PAINTS GEARED TO 
- MODERN PAINTING NEEDS 


Sr . 





are geared to MODERN surfaces 

are fortified against MODERN hazards 

are STEPPED-UP in POWER to cover surfaces better and longer 

are STREAMLINED to fit the MODERN painter's need for better jobs in less time 


keep step—every day, every hour, by means of the famous Vita-Var Research 
Laboratories—with EVERY new development of science, engineering and 
construction. 


PAINT DISTRIBUTORS! wake up to MODERN 
POSSIBILITIES in your paint business! 


We have aMODERN MERCHANDISING PLAN 

. a powerful, streamlined plan geared to 
TODAY’S paint-selling problems. It’s as far 
ahead of other plans as Vita-Var is far ahead 
of other paints. Write for it—we’ll send it 
promptly. 








V/TA-VAR CORPORATION 


PAINT ENGINEERS SINCE 1888 » NEWARK +» NEW JERSEY + U.S.A. 





HARDWARE STORES FIND “DAISY LINE” A BIG 
MONEY MAKER IN SUMMER MONTHS, TOO! 


Any Way You Figure It,  (Gio422. gue kibuo \ 
DAISY’S Popular Prices = Trae guy” | aoe 
Pay YOU Long Profits 


. and Increase Store Sales 


The DAISY Line is full of live-wire summer sellers that can be depended on to bring 
in considerable added profits. Put in a DAISY display counter now, place it up front 
in your store, watch it pay the best rent, for space used, of almost any line in your 
store. All summer long there is demand for Daisy Bath Sprays, Fruit Jar Rings, 
Hose Washers, Fly Swatters, Chair Tips, Door Wedges, Window Wedges, 
Fruit Jar Openers, Tubing, Kneeling Pads, and Sink, Lavatory and Bathtub 
Plugs. Plate Scrapers, Furniture Casters, Bibb Washers, and Toilet Seat 
Repair Kits are also good sellers. The Daisy Line gives you all these long profit 
quality items to sell at prices that increase sales volume. 


Decide today to stock the Daisy Line of Household Rubber Goods. Order a ‘stock 
of the various items pictured on this page and referred to above in black face type. 
Write today for the Daisy Catalog and make plans for a Daisy Display counter. 


Call Your Jobber or Write Us Direct y VA pines ye as 


SCHACHT RUBBER MFG. CO. 


HUNTINGTON INDIANA 
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